














+» ‘6mm sound motion picture projectors 


Superb Performance Plus a Proven 
Heritage of Service in School, 


Church, Industry and Home 


The neu model “60” 


Vp bnimaloyriph 0 upusrulion 


A DIVISION OF CURTISS-WRIGHT CORPORATION 
Home Office and Factory: Davenport, lowa 
New York + Chicago + Distributors Throughout the World 
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Sure, Prices Must Come D ! 


PUBLIC LIBRARY 





BUT HOW? (vin 
* DETROIT © 











PROOF 


If you want proof that Caravel 
Plans get results, check with 


American Bible Society 
American Can Company 
Associated Merchandising Corporation 
The Bates Manufacturing Company 
Bethlehem Steel Company 
Black & Decker Manufacturing Company 
The Borden Company 
Calco Chemical Company, Inc. 
Cluett, Peabody & Company, Inc. 
Dictaphone Corporation 
E. I. duPont de Nemours 
Eberhard Faber Pencil Co. 
Ethyl Corporation 
General Motors Corporation 
Godfrey L. Cabot, Inc. 

The B. F. Goodrich Company 
Hart Schaffner & Marx 
Jenkins Bros. 
Johns-Manville Corporation 
Kenwood Mills 
Mohawk Carpet Mills, Inc. 
National Biscuit Company 
National Lead Company 
Pepsi-Cola Co. 
Remington Arms Company 
Socony-Vacuum Oil Company, Inc. 
The Texas Company 
United States Rubber Company 


OR ANY OTHER CARAVEL CLIENT 
































eee MUST COME DOwW! But how can you bring them down, in the 
face of insistent and repeated demands for HIGHER WAGES? To be 
paid not for MORE work, or BETTER work .. . but for the same AMOUNT 
of work, the same QUALITY of work! 


One thing is clear: If WAGES can’t be lowered, then millions of Amer- 
icans must step up their SKILLS ... and must CHANGE THEIR VIEWPOINT 
toward the companies they work for, and the goods they buy... 


These things being so, Business faces a training task of supreme impor- 
tance. And no single medium can serve so ably toward the FULFILL- 
MENT of this task as the educational motion picture. Here are three 
specific objectives, as we see them... 


—To increase the skill of all people engaged in SELLING, so 
that distribution costs can be materially lowered... 


—To spread the TRUTH about the merits of free enterprise, and 
to nullify the HALF-TRUTHS now being spread so widely by 
the forces of confusion... 


—To enable consumers to recognize TRUE VALUES in the mer- 
chandise or services they buy, so that THEY in turn will prop- 
erly respect the integrity and fair dealing of America’s great 
business enterprises. 


To business firms we offer a clear-cut program for the accomplishment 
of these objectives. A discussion of this program—as it applies to your 
specific problems—may prove very much worthwhile. Either in your 
office or in ours. 


CARAVEL FILMS 


INCORPORATED 


New York - 730 Fifth Avenue ° Tel. CIrcle 7-6111 








ince the first of the year, we have released or we now 
have in production for 13 clients a total of 47 reels of 


sound pictures in color—Technicolor and Kodachrome. 


o 


[he interests of these clients are wide and many. They 
include turbines and soap, lumber and watches, printing 
presses and gas ranges, petroleum and rubber products, 


a beverage, a newspaper and a transportation system. 


Keeping pace with new developments in color photography, 
we have trained our personnel in the various processes 
involved in shooting Technicolor and Kodachrome. 
Further, we have continuously expanded our facilities, 
acquiring two 16 mm cameras, a Mitchell and a Maurer, 
portable generators and more arc-lighting equipment. 


Current releases may be seen now at any Wilding office. 


Creators and Producers 
of Sound Motion Pictures 
for Commercial, Educational 
and Television . \ pplication 





Wilding Picture Productions, Ine. 
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WHY Filmosounds excel 


In their sound and picture quality and in 
their lasting dependability, Filmosounds re- 
flect a rich heritage . . . Bell & Howell’s forty 
years of experience in supplying Hollywood’s 
most exacting equipment needs. Filmosounds 
are easy to operate, too. And they offer 
built-in protection for valuable films. Those 
are a few of many reasons why Filmosounds 
are widely accepted as the standard of qual- 
ity in sound film projectors. 


Write for this FREE BOOKLET 


*“Movies Go to Work”’ tells how 
to make motion pictures serve 
you profitably— in training and 
inspiring salesmen, in school- 
ing factory workers, in selling, 
andinimproving personnel rela- 
tions. Write for your free copy. bve 
Bell & Howell Company, 7108 
McCormick Road, Chicago 45. Branches in 
New York, Hollywood, Washington, D. C., 
and London. 
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“Our films reach millions — 


at an infinitesimal cost per person,” 


says International Harvester Company 





Building good will . . . introduc- 
ing new products. . _ making out- 
of-season demonstrations . .. in- 
structing in product maintenance 
and servicir.g—International Har- 
vester Company does all these 
things successfully with motion 
pictures. Thirty-six years of ex- 
perience have proved to H that 
motion pictures are amazingly 
effective in reaching the minds of 
millions—convincingly and at low 
cost. 


Latest of about 40 IH sound 
movies now in active use is 
“County Fair,” a 22-minutesound 
film in full color which entertains 
while it supports the firm’s two 


sponsored 4-H Club contests in 
field crops and frozen foods. More 
than 100 prints of this film were 
busy all last winter at “Family 
Parties’’—evening entertain- 
ments by IH dealers for local 
farm families. 


Thirty-two Filmosounds 

insure fine projection 
Like hundreds of experienced 
sound film users, IH knows that 
no film program can be fully suc- 
cessful without fine sound and 
picture reproduction. That’s why 
this commercial film pioneer re- 
cently bought 22 new Bell & 
Howell Filmosound 16mm sound. 
film projectors. 


Bell « Howell 

















IRTABLE, inexpensive Illustravox 
sound slidefilm training assures 
maximum two-way effectiveness at 
minimum expense. Trainees learn faster 
and remember longer than under former 
training methods, and make more valu- 
able, more efficient employees. 


@ @ Illustravox uses attention-arresting 
pictures and spoken words to command 
interest. Your training story is seen and 
heard . . . never varies, never is misinter- 
preted. Whether presented in the home 
office or in the field, it always carries the 
authoritative voice of headquarters. 


@ @ @ Field-proven in peacetime and 


| IN THIS ISSUE 


ILLUSTRAVOX two-way presentation delivers 
your training message the ONE BEST WAY 


war, Illustravox comprises over 80% of 


all sound slidefilm equipment now in 
use. In all types of sales, service, and 
other industrial training, business lead- 
ers agree, I//ustravox two-way training is 
the one best way. Place your order with 
your Illustravox dealer today or write 
The Magnavox Company, IIlustravox 
Division, Dept. BS-8, Fort Wayne 4, Ind. 
a 


See ‘The Illustrated Voice.” Oxtstand- 
ing commercial film of the year, it shows hou 
Ilustravox can best be applied to your train- 
ing and selling needs. Ask your Illustravox 
dealer or film producer for a showing today! 


ILLUSTRAVOX 


THE ILLUSTRATED VOICE 


DIVISION OF THE 


Magnavox 
COMPANY FORT WAYNE 
MAKERS OF FINE RADIO-PHONOGRAPHS 








Your story is HEARD 








* BUYER STANDARDS take 
precedence this month as both pro- 
ducers and increasing thousands of 
new business film buyers enter an- 
other fall and winter season, lead- 
ing into 1948 programs, 

Nearly 10 years ago, we pub- 
lished our first editorials and ar- 
ticles on this subject, repeated in 
different phases year after year to 
help guide the buyer into success- 
ful experiences with this medium, 
to reduce the number of failures 
and to make this industry a good 
and profitable place in which to 
live and work. 


Now, for the benefit of mem- 
bers of the ANA and our own 
producer field directly and im- 


mediately, we will push this pro- 
gram strenuously. An introduction 
appears on Page 17. 

NAVED’S Convention Week 

@ The 1300 members and friends 
of the National 
Visual Education 


Association olf 
Dealers have 
concluded a most successful con- 
vention and trade show in Chi- 
cago this early August week. The 
story is on Page 18 and two sig- 
nificant pictures are also on this 
page. These are the men and 
women who serve business, indus- 
try, schools, etc. on the local com 
munity and state level as equip- 
ment sales and service outlets, film 
distributors and projection service 
organizations. All success to them! 


Case History Emphasis 
@ Because so many readers have 
responded with unqualified ap- 





ArtHUR H. (Rep) Mort ey, leading 
speaker at NAVED’S convention (cen 
ter) with Scott Fletcher (left) president 
of EB Films, Inc., and Bernard A. 
Cousino (right) outgoing president of 
NAVED. (Rus Arnold Photo) 





NEWLY 


ELtectep NAVED Officers pic- 
tured in Chicago include (front row, l 
to r): Douglas Hammett, New England 
regional director; Hazel Calhoun, 2nd 
vice-pres.; Olson Anderson, new prest- 


Ryan, Plains States 
regional director. (Rear, | to r): E. E. 
Carter, Southeastern regional director; 
Merriman Holtz, Ist vice-pres.; and 
Howard Smith, Western regional direc- 
tor. (Rus Arnold Photo) 


dent; and Ernie 





proval, there are more pages of 
Case Histories, detailing the pro- 
duction efforts of individual spon- 
sors, than ever before. The Los 
Angeles Transit story which ap- 
pears on page 27 and for which 
credit is due Dick Westen of Bel- 
mont Pictures, the producer, is 
one such example. 

Carried over into our next is 
a great Shell Oil story, the: re- 
markable distribution facts ob- 
tained by General Electric on its 
Clean Waters program produced 
by Raphael Wolff and a good 
yarn on Vocational Guidance 
Films for Industry which we owe 
to Carl Mahncke, its lowa creator. 


ON SEPTEMBER 15th 


@ We bring you OIL: Its Screen 
Story, a review of films in the oil 
industry; a Caterpillar Tractor 
film story by Paul Smith and an 
outstanding new business theatre 
presentation in pictures, 

Now writing is a great yarn on 
the film program of major league 
baseball-of which Lew Fonseca is 
the head man. Millions of Ameri- 
cans who have seen and will see 
Lew’s annual programs will testi- 
fy that is one of the biggest shows 
of them all! 

Plus more Case Histories and 


other outstanding features, in- 
cluding a complete Television 
department, 
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Improved 16mm. sound projection 
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Premier-20° 


16MM. SOUND PROJECTOR 





Enjoy the thrill of brilliant, clear pictures . . . natural, life-like sound 
reproduction with the new improved Ampro “Premier-20” 16mm. 
Sound Projector. Simplified controls, lightweight portability, ease of 
threading . . . all combine to make this the ideal projector for 16mm, 
talking pictures in the home, school, church or club, The new Swing-out 
Gate, shown at the right, permits easy cleaning of the aperture plate 
and pressure shoe . . . without ever disturbing the focus . .. Many other 
important features. 


NEW RICHER TONE QUALITY —The latest 12-inch Jensen Permanent 
Magnet Dynamic Speaker reproduces sound faithfully, realistically . . . 
has adequate power for moderate size auditoriums. 


STREAMLINED CARRYING CASES — Rugged .. . scratch-resistart 
. . . easy to clean, they offer complete protection for your Ampro 
projection equipment, 








Write 

Today... > 
Mail coupon today for illus- 
trated circulars giving full de- 


Sint « thant tails, specifications and prices 
on these as well as other Ampro 


16mm Sound-on-Film e Slide Projectors : 
projectors... 


16mm Arc Projectors 


A General Precision Equipment Corporation Subsidiary ’ 
























Close-up of new swing-out gate, showing gate in open position. 


New Ampro Slide and Filmstrip Projector 


This Ampro Model 30-D Projector for 2” x 2” slides and 
35mm. filmstrips is new from every angle. Simplified 
operation . .. curved film guideways guide filmstrip into 
exact position .. . automatic self-centering slide carrier 
assures perfect focus — with one-hand 
operation. Quick-tilting . . . handy lift- 
off carrying case . . . many other out- 
standing features. 


ALSO ...A New Ampro Projector 

for 2” x 2” Slides — Model 30-A 
A new and improved model with auto- 
matic, self-centering snap-action slide 
changer . . . brilliant 3090 
watt light... ample heat 
dissipation . . . simple 
one-hand operation — 
PLUS many other exclu- 
sive features for better 
slide projection. 





PP647 
AMPRO CORPORATION 
2835 N.Western Ave., Chicago 18, Ill. 


[_] ‘‘Premier-20"' l6mm. Sound-on-film Projector 

[_] Amproslide Model ‘30-A''—2"x 2” Projector 

[_] Amproslide Model ‘*30-D"' Dual Purpose Projector 
[_] 8mm. Silent Projector 


NAME 





AbDbats§ $$$ 


CITY STATE 














WHAT A 
DIFFERENCE 


CARBON ARC 


PROJECTION MAKES! 





hee 
BRIGHT! 


@ When you view a 16 mn 
a screen with the carbon arc, yo 
ishing difference. The picture will 
Detail will be sharper: objects her 
in shadow or washed out will be p 
the color will be richer, more natur 

In short, projection with the cart 
the impression you are viewing an entire 
ent and more lavishly produced fil 

In this way, carbon arc projecti 
more interesting more instructive 
effective. It thus gives you a greater 1 
16 mm film investment 

For more information, get 


dealer—today 


The word “National” is a registered trade-mark of 


NATIONAL CARBON COMPANY, INC. 


Unit of Union Carbide and Carbon Corporation 


UCC. 


30 East 42nd Street, New York 17, N.Y. 
Division Sales Offices: Atlanta, Chicago, Dallas, Kansas City, 
New York, Pittsburgh, San Francisco 
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ONG-VISION 
a «| STOP 


you R i 
TRADE MARK 
HERE 


with full-color motion pictures 
and Sono-Vision 


Sono-Vision — the all-in-one cabinet motion 
picture projector — handles color film as 
efficiently as black and white. The ingenious 
new Mills Humidifier, standard equipment on 
every unit, permits delicate color film to roll on 
and on, regardless of humidity changes. 


Thus either color or black and white films can 
be used in your sales, advertising, or training 
programs — used at point-of-sale, in lobbies or 
display rooms, or right in plant or office! 

For Sono-Vision requires no darkened room, 
no constant operator attention, no wasteful 
“setting-up” time. Its simplicity and 
versatility will give a broader horizon to 

your film program. 


‘Vision 


WILLS INDUSTRIES, Incorporated * Office and Display Room: 2212 Merchandise Mart * Dept. 306 * Chicago 54, Illinois 
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G-E Projection Lamps 





now readily available: 


Don’t let a burnout spoil your show! = 
See your dealer for "spares”’. 
All sizes of G-E Projection _jector has a spare G-E projection lamp for 
lamps are now in good "emergencies. Call your dealer and order 
supply . . . both the low the lamps you need. 


wattage sizés used in man 
. Y And it pays to insist on G-E.... to be 


sure of: 





slide projectors and the 


higher wattage sizes for movie projectors. 


And there’s a G-E lamp for practically * more light 


; ® more uniform screen brightness 
every type projector. 


e uniformly dependable performance 


Don’t let burnouts spoil the presentation * constant lamp improvement and 


of your story. Make sure that every pro- development 
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BUSINESS AND INDUSTRIAL READERS: USE OUR FREE REFERENCE SERVICES! 


@ Properly accredited company representatives Street, Chicago 10. Inquiries will be handled 
are invited to address source inquiries, reference promptly. Where considerable research is re- 
requests and other needs to the Reader Service quired, time charge estimates will be supplied 
Bureau of Business Screen, 812 N. Dearborn on request. Write for our publication lists. 














“A Miracle for Mrs. Smith” 
Released by Western Electric 


@ A new two-reel sound mo- 
tion picture, A Miracle For 
Mrs. Smith, has been released 
by the Western Electric Com- 
pany for distribution by the 
operating telephone compan- 
ies of the Bell System. the 
picture demonstrates the close 
working relationship between 
the Bell System's research or- 
ganization (Bell ‘Telephone 
Laboratories), its manulac- 
turing and supply unit. (West- 
ern Electric) and the operat- 
ing telephone companies, The 
combined efforts of these 
three groups, the picture in- 
dicates, produce the “mira- 
cle’ of present-day telephone 
communications which Mrs. 
Smith, ‘her majesty, the Am- 
erican housewile,” has come 
to take for granted as an in- 
dispensable tool of modern 
living. ‘Phe film was produced 
by Wilding Picture Produc- 
tions, Inc. 

The picture takes its audi- 
ence into the laboratory to 
show the intensive research 
that lies behind each piece of 
equipment that contributes to 
telephone service. The cam- 
era visits Western Electric's 
plants, focussing in the pre- 
cision manufacture which 
helps make telephone com- 
munication what it is today 
and on the assembly line 
techniques that during 1946, 
turned out a greater volume 
of equipment that in any 
single year since the tele- 
phone's invention, 

A Miracle For Mrs. Smith 
points up, too, the Western 
Electric Company's contribu- 
tion to Bell System “logistics” 
through its centralized pur- 
chasing operations and its na- 
tion-wide chain of distribut- 
ing houses. Western Electric 
installers are shown at work in 
telephone network. In graph- 
ic form the picture relates 
Western Electric’s main func- 
tions — manufacturing, pur- 
chasing, distribution and in- 
stallation to the efficiency 
and economy of Bell System 
telephone service. 

* * * 


@ The first edition of The 
Sports, Recreation and Ath- 
letic Film Guide, listing 800 
motion pictures and film- 
strips is now available from 
BusINEss SCREEN, 50c. 
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Tops in performance... quality... and operating ease 


The new RCA - “400” Projector is the result of new improvements mean trouble-free performance, 
sixteen years of leadership in research and develop- longer life for films. 

ment by RCA—the pioneer in 16mm sound-on-film @ Available in Two Models. Sound speed only and 
equipment. Sound and Silent speeds. Select the model best suited 


i ; to your utilization need. 
This newest of RCA 16mm Projectors combines 


striking beauty with outstanding performance. 


i 


@ Better Sound. Precision sound scanning system 

. matched amplifier and new type 16mm loud- 
speaker—reproduce voices and music with the dra- 
matic realism of theatre-like sound. 

















@ Brighter Pictures. RCA’s “true optical-axis” 
system ... theatrical framing . . . coated lens... 











1,000-watt projection lamp give you increased picture 


contrast and clarity. Full-color and black-and-white Compare the RCA - “*400"" with any other projector. 

pictures are clearer, more brilliant. Your RCA 16mm Equipment Dealer will gladly ar- 

range a demonstration for you. For complete informa- 

@ Easier Operation. Threading diagram embossed tion, and name of nearest dealer, write: RCA 16mm 

on side of projector . . . cushion-action sprocket shoes Motion Picture Equipment Dept. 20-H, Camden, 
. conveniently located controls—p/us many more New Jersey. 


FIRST IN SOUND... FINEST IN PROJECTION 


416mm MOTION PICTURE EQUIPMENT 


RADIO CORPORATION of AMERICA 


ENGINEERING PRODUCTS DEPARTMENT, CAMDEN. N.J. 





In Canada: RCA VICTOR Company Limited, Montreal 
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the leaders phoose 


fpf... 


72 HOCOUR SERVICE 
COLOR-CORRECT PRINTS 
COLOR-OPTIC EFFECTS 


EASY-TO-FIGURE NEW PRICES 











the ultimate in 16 mm 

studios and laboratory: 

1226 wisconsin avenue, n.w., Washington 7, d.c. 
phone dupont 1800 
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... to producers, cinematographers... and 
to industrial, educational and scientific 


organizations throughout the world. 


WbMitchell Camera CORPORATION 


666 WEST HARVARD STREET ¢ DEPT. FW-7 ¢ GLENDALE 4, CALIFORNIA e CABLE ADDRESS: ‘“‘MITCAMCO” 
EASTERN REPRESENTATIVE: THEODORE ALTMAN @ 521 FIFTH AVENUE @ NEW YORK CITY 17 @ MURRAY HILL 2-7038 


~ oes 85% of the motion pictures shown in theatres throughout the world are filmed with a Mitchell. 
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SLIDES CHANGE 


LIKE Hagic 


FROM TEN 
FEET AWAY! 


P.R.C. AUTOMATIC 
SLIDE PROJECTOR 


@ Pre-projection warming 
chamber to prevent buckling 
and out-of-focus images. 


@ Friction-drive micro focus- 
ing device. 





© Patented slide changing 
mechanism operates by grav- 
ity without injury to slides. 


®@ Only Slide Projector with 
shutter that automatically 
shuts off picture while slide 
is changing. 


@ Equipped with 5 inch 
coated lens. 


P.R.C. SLIDE 


Fully Automatic! Fully Perfected! 
a 
<a 


we 





Carrying case sturdily con- 
structed of plywood. Beauti- 
fully finished in tan and 
brown combination leather- 
ette. Projector fits in case with 
lens in place. Space for elec- 
tric cord, four compartments 
for slide holders and two com- 


partments for extra lenses. 


The one! The only! The original P.R.C. Automatic 





Slide Projector, electrically operated with trouble-free 


remote control push-button slide changer! The only 





slide changer with shutter that automatically closes 
while slides are changing! Handles 75 ready mount 


or 35 glass slides . . . then automatically files them 











(after showing), in proper sequence for re-showing! 


P.R.C. AUTOMATIC SLIDE $ 
Ideal for home use, lectures, schools and colleges, PROJECTOR COMPLETE 
sales promotions, conventions. WITH CARRYING CASE 


LIST PRICE 


e Siclure Recording Company 


EXECUTIVE OFFICES . 1240 LAWRENCE AVENUE, CHICAGO 40, ILLINOIS 
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It's what they HEAR 








that helps them understand 


what they KE 


a to > 











If your slide film needs sound at all, it needs sound at its best. Sound 
just as clear and faithful as the recordings you hear over the air. 





And that’s exactly what you will get, if you insist on the new 
Columbia Transcriptions for your next slide film. For Columbia’s 
new technique uses pure Vinylite pressings to reproduce your sales 
story with the most life-like fidelity and the utmost freedom from 
surface noise. Further, in recording these slide film transcriptions, 
Columbia adheres to all standards adopted by the National Asso- 
ciation of Broadcasters for radio transcriptions. 





These new Columbia Transcriptions are flexible. They can be 
mailed safely—for they won’t break readily, even if dropped. But 
their greatest advantage is their superiority in tone and their perfect 


DIVISION OF COLUMBIA RECORDS INC 


799 Seventh Avenue, New York, N. Y. Circle 5-7300 
Chicago: Wrigley Building, 410 North Michigan Ave. 











clarity. No one ever has to strain to get your sales story. From your Whitehall 6000 

opening fanfare, through your sales message to the closing signature Hollywood: 6624 Romaine Street. Granite 4134 

every note and word comes across clearly and distinctly —nothing is 

missed. May we demonstrate the difference to you? —Ei Trode-marks Columbia" and @{) Reg. U.S. Pat. Off 
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Admin 


aware ol 


HE GRADUATE SCHOOL olf Business 


Harvard l| 


the increasing use ol 


istration HIVersity 


films and other 
audio-visual aids b 
1940 a 
business-sponsored, nontheatrical films, | nde1 


Sterling 


commercial groups, estab 


lished in research proyect to study 


the direction of Assistant Professor ] 
| iWwingston, the project Was ¢ spect dl to disc lose 
significant trends, evaluate the ellectiveness ol 
audio-visual media for business purposes, and, 


films suitable lor use i 


ini identally, to locat 


the courses at the School. 
50 Business Fitms Strupiep iN Detail 
The results of the study thus far have been 


fairly rewarding. Some 350 business-sponsored 


films have been studied and reviews and com 


ments of each have been prepared, Fifty films 


have been worked into the teaching curricu 


lum (in addition to the forty films already in 


Production course) and more will 


time \n 


use in the 
be added 


report on the use of iudio-visual aids in de 


from time to Intensive 
partment and specialty stores 18 expected to 
be completed in the near future. This is the 
first of a contemplated series of studies on the 
experience of particulal industrial or comme) 
cial groups with the film medium 


While 


ness ol 


a general appraisal of the effective 


business films cannot be made at this 


time, a report on the manner in which some 


of the films have been used in classes at the 


School might prove of value to educators and 
sted in audio-visual aids 


School are 


businessmen inte) 


Courses at Harvard Business 


Thousands 


study 


taught by the cas system 





Frederick K. 


Barber 











A Report on the Audio-Visual 


| Study at Harvard Business School 





bs: HY PAUL R. IGNATIUS = 


of business problems taken from actual com- 
panies have been developed through the years 
to teach marketing, accounting, purchasing, 
and other business subjects. Each case serves 
a dual purpose: to convey realistic information 
related to the general area of study in which 
it is presented; and to provoke discussion of 
the problems raised, leading toward an evalu- 
ation of the manner in which the particular 
company concerned solved these problems. 
he emphasis on realism is paramount and 
the effort to arouse hearty discussion of actual 
problems faced by businessmen is considered 
to instruct students of 


to be an effective way 


business administration. 


kums Must Revcate To ScHoot PROBLEMS 


Into this academic structure good business 


films can be readily integrated if searching 
questions based on the film and leading toward 
intelligent discussion can be devised. Simply 
clis- 
cussion would be contrary to the basic teaching 
School. ‘The 


related to the problems presented by the cases 


screening the film without comment o1 


poli ies of the film must be 
or contrasted with plans of action as indicated 


in the cases. 
The members of the film research staff are 


graduates of the School and familiar with the 





When 


contents of the various courses offered. 
they see a film that appears to have relation 
to one of the courses, the instructors concerned 
are invited to view the film and to consider its 
use. If it is decided to use the film, depart- 
mental conferences are held to determine how 
best the film may be used as a springboard for 
discussion. 

\ typical use of films at the School was 
made by the Marketing Department at the 
The introductory 
had suggested some of the considerations in- 
volved in setting up organizations to market 


outset of the course, cases 


various types of goods. As a further means of 
stimulating critical thought, films concerned 
with the marketing of soft drinks, ofhce sup- 
plies, and automotive accessories were shown. 
The students viewed the films with the follow- 
ing questions in mind: 

1) What are 

shown in these films? 
2) What relationship should there be between 


the duties of the salesmen as 


these duties and the company’s marketing 
organizations? 

3) What problems might the company have 
in establishing and operating the type of 
organization suggested in your answer to 
the preceding question? 

1) What evidence does the film give you con- 
cerning the problems facing the company 
in more aggressively promoting its prod- 
ucts? 

One film was shown each day over a period 
of three days. Prior to each showing, the 
the contents of the film 
rWENTY) 


instructor reviewed 
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MEN OF ATLAS 





Atlas — for drar:etie productionz! 


Frederick K. Barber, Secretary of the company, heads 
the Creative Staff .... Broad experience with major 
film producers in writing both motion pictures and 
slidefilms gives him the background essential to super- 
vision of a top-flight group of writers .... At Atlas, 
the Creative Staff functions as a team — no matter 
how brilliant the work of an individual writer, it is 
always fortified with the practical viewpoint that re- 
sults from the combined group thinking of specialists 
.... Still another reason why Atlas is better equipped 
than ever before to serve the leaders of American busi- 
ness .... Your inquiry is invited. 


ATLAS EDUCATIONAL FILM CO., OAK PARK, ILL. 





The Seal of Quality 
1913 





Since 
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To Meet TODAY'S & TOMORROW'S Needs 
For Audio-Visual Sales & Training Ajds.... 
















tes 


DeVRY Triple-Purpose Slidefilm Projector for (1) 2” x 2” 





till 


DeVRY motion picture screens are sized from 30” x 40” to 


DeVRY 


High-Impedance microphones deliver high-quality 
(35mm) paper and glass slides; (2) for single-frame slide- 20’ x 20’ — portable, wall, wall & ceiling models. New tri- reproduc:ion. Fit any standard stand. DeVry electric record 
film; (3) for double-frame slide-film — with motor-driven, pod model has automatic leg opening, screen leveler, shake- turntables take records up to 16” diameter . . . two speeds, 
forced-air cooling. proof safety catch, etc. 33 and 78 r.p.m. For AC operation only. 


Slide or Slide Film, 16mm or 35mm, Movie Projectors— 
Turntables, Mikes & Amplifiers—Your Best Buy is a DeVRY... 


ANY, VARIED —and steadily increasing — are the uses to which modern 
Industry is putting audio-visual sales and training aids. Thanks to the sim- 


plicity and efficiency of DeVry cameras, motion pictures now bring to board rooms 


DeVRY sound-on-film projector for (1) 


sound or silent films; (2) black-and-whit« Oo Pay 
or color, without extra equipment; (3) sep- {> \ oe 
i SP 






arate amplifier and speaker unit provid:s 
distant or inaccessible operations — in motion, sound and color. In turn — due indoor or outdoor P. A. facilits 
to the portability, adaptability and durability of DeVRY projectors — Business to- 
day is able to send to these distant operations its actual management voices and 
personalities Through 


motion pictures, DeVry equipment is helping teach workers new trades —as well 








as well as their messages of inspiration and instruction. 


as helping sales outlets sell new merchandise; and service personnel to better un- 
derstand new mechanisms. There is DeVry equipment for helping Business and In- 
dustry get the most out of all its audio-visual sales and training assignments. Color- 
ful literature on DeVry products, as used by the nation’s foremost enterprisers, is 
available without cost or obligation. Write DeVry Corporation, 1111 Armitage Ave., 
Chicago 14, U.S.A. Inventors and developers of audio-visual equipment since 1913. 


Fr 








35mm. AUDITORIUM 
EQUIPMENT .. . 


For auditorium, 
hall and company 
where 35mm. films are io 
be shown. Get the facts 
about: (1) DeVRY’s new 
“12000 Series” projectors 
and amplifiers. (illustrated); 
(2) DeVRY Transportable 
35mm. scund-on-film pro- 
jectors; (3) DeVRY portable 


assembly 
theaters 


= sla 





SHOOT your own or your company’s films with 
DeVRY stereopticon (top) with lamp capacity up to 1000- the 16mm. version of the 
watts for 314” x 4” slides. DeVRY slide projector (bottom) cameramen prefer for 
with 300-watt lamp for 2”x2” paper or glass slides. Motor- 


movie camera news 
shots that permit no re- 
takes — the camera that recorded the V-2 Rocket 


expedition to the Ionosphere, 65 miles up. 





35mm. sound-on-film projec- 
tor in matched cases — pro- 
jector in one — amplifier 
and speaker in the other. 
Send for colorful literature 
— FREE! 














DeVRY CORPORATION, 
Chicago 14, 


1111 Armitage Ave., 


Dept. BS-D8 


Illinois 


Gentlerven: Please send late-t 


literature on Audio-Visual Sales and Training 
Aids. Pleace send “Prodrction Pointers on Promotion Films” and names of 
pro ‘cer. We are in’e-e-te1 in 35mm. motion picture sound equipment, with 


arc lamp; 


with Mazda larip. 


EVRY 


1 
! 
I 
D PROJECTORS ; 
1 


driven, forced-air cooling! 
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CTURE CAMERAS AN 


Adress 


Only 5-TIME WINNER ‘of Army-Navy "E" for the 
_ production of motion picture sound equipment 


City Zone State 


Name | 


In Canada, contact Arrow Films, Ltd., 1115 Bay St., Toronto 5, Ontario, Canada 
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CARRYING A | | 
WORLD ON 
YOUR 
SHOULDERS? 














Shift your film problems to an organization 
experienced in handling every phase . . . ideas, 
planning, production and application to your 


program. Consult us without obligation. 
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165 WEST 46TH STREET —NEW YORK 19...3010 BOOK TOWER — DETROIT es 
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INTRODUCTION TO 


AN INDUSTRY CODE 








What Are Our STANDARDS? 


BOTH BUYER AND MAKER OF BUSINESS FILMS 
CLEAR STATEMENT OF RESPONSIBILITIES AND 


OR NEARLY A DECADE, the Editors 

of Business SCREEN have placed the sub- 

ject of standards for the producer and 
picture buyer foremost. The responsibilities 
of both producer and client are mutual: the 
solid advancement of this medium depends on 
the existence of a specialized body of produc- 
ing companies willing to engage in all aspects 
of motion picture and slidefilm production for 
business and an increasing number of clients 
utilizing films and other related media on a 
regular, integrated basis. 

There is grave hazard in the absence of 
definitive standards as increasing thousands of 
business executives are attracted to films for 
training industrial and sales personnel, for 
product advertising and demonstration, and 
for the myriad of other institutional, public 
relations and general business purposes. Well- 
meaning but ill-equipped and financially un- 
stable production sources picked at random 
from classified directories are a grave menace. 
The early demise of many of these war-born 
“producers” recently reported by the WALL 
STREET JOURNAL is indicative, but others re- 
main, living in hope and insecurity. 

THe Buyer Neeps THEsE STANDARDS 

Actually, there are a few basic and simple 
standards which will protect the buyer of busi- 
ness films. If he will consider these points 
instead of depending on outward appearances 
or enthusiasm for an idea or the all too- 
familiar “outline,” there is a good measure of 
security in their strict adherance: 
1, Experience: look at the pictures your po- 
tential producer has made. Know that he 
actually produced them from idea to screen. 
Know the number of years his company has 
engaged in this business. Judge the quality 
and interest of the pictures submitted, 
2, FINANCIAL STABILITY: can your producer 
fulfill the terms of his contract, meeting salary 
and (2) other cost obligations over a period 
of months without undue risk or strain? 
3. PropucTion Resources: what is the actual 
extent of his creative and production staff, 
permanent or otherwise? What are his past 
relationships with key supplier sources? 
4. Curent RELATIONSHIPS: has the producer 
made more than one picture for the same 
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client? That simple factor may be all-reveal- 
ing. Were his promises and obligations dis- 
charged with complete satisfaction on the part 
of recent clients? 


ArE THESE Your FILM PITFALLS? 


Enthusiasm for a good idea, particularly 
one submitted by an affable stranger, needs 
to be tempered by sound business judgment. 
A good outline may be evidence of originality 
but it is no proof of picture-making ability. 

The Good Samaritan who helps the new- 
comer produce a good “sample” can get better 
odds at a race track, Not that freshness and 
originality should be discouraged—but they 
are the province of the experienced buyer and 
are risky business unless accompanied by sta- 
bility and the ability to deliver. 

Another familiar case is that of the pro- 
ducer “who's going to show me his costs’’ and 
is so ready and willing to take your picture on 
a “cost-plus” basis. Experience and past repu- 
tation are essential in this instance; working 





No. 1 


Potential: Picture Audiences 


Reached Via Projection & Television 





60,000 16mm sound projectors are in the 
U.S. field, serving communities, churches and 
schools. Television grows apace, reaching a 
different home audience. New groups are 
becoming available to the picture sponsor 
as equipment flows into the field. Let us 
know the size, rate of growth and program 
interests of this vast audience. 











HAVE REAL NEED FOR 
POTENTIAL AUDIENCE 


on unknown “costs” with a litthe known pro- 
ducer is foolhardy. 


THe Furure Can Be Very Goop 


The existence of many experienced and 
capable production sources makes such haz- 
ardous buying wholly unnecessary. It is sig 
nificant that more than 30 such producers 
have been in this business for more than two 
decades; some for nearly 30 years, You can do 
business safely by checking previously stated 
qualifications against such experience, 

Production is a vitally important part of 
your picture story but it is only the first half, 
As one experienced buyer wrote us recently: 
“the needs of the film medium are associated 
with distribution to a much greater degree 
than with production.” That's putting it 
strongly, but the potential audience and the 
utilization of any film, whether in training or 
advertising, are vital factors in its success. 

Pens of thousands of new sound projector 
and filmstrip units are pouring into the U.S, 
field alone from our world-leading manufac- 
turers. They represent new audiences in the 
community, churches and schools as well as in 
factories, dealer salesrooms’ and offices. 

Existing distribution agencies are doing a 
great job of keeping up with these sell- 
equipped audiences, just as they have done in 
the past with projection service. But no single 
agency or group is keeping ahead and no 
standards exist for the guidance or assurance 
of the potential sponsor excepting those set by 
Plainly there is 
need for an audit bureau and research agency, 
supported by all concerned and fully respon- 


the commercial distributor. 


sible to business film sponsors, 

A dual program is therefore indicated: (1) 
A frank and fair statement of producer and 
client responsibilities, worthy of acceptance by 
the Association of National Advertisers, the 
four A’s, and all reputable producers. (2) A 
full view of the present and potential field of 
film distribution, including the classification 
and location of audiences together with stand- 
ards acceptable to sponsor and distributor. 

We will not leave this subject in these 
pages until this has been accomplished. That 
is our pledge. OHC 
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NATIONAL VISUAL EDUCATION DEALER CONVENTION REPORT 


NAVED Concludes Its Biggest Show 


®* MEETINGS AND TRADE SHOW 


EARLY 1300 NAVED members and 
euests registered for the most success 
ful convention in the organization's 
history at the Hotel Sherman, Chicago, August 
-6. In addition to regular sessions, conven 
tion activities included a Trade Show, panel 
discussion conferences, keynote speakers, and 
Preview theaters showing latest educational 
filrms 
Outstanding feature of the 1947 convention 
was the Trade Show at which more than L00O 
manufacturers, producers and distributors ex 


hibited their latest products to the dealer 


New Audio-Visual Equipment Shown 

@ Prominent among the exhibitors in the 
projector field were Ampro, Bell & Howell, 
Natco, RCA, and Victor Anamatograph. Lead 
ers in the slide and slide film projector show 
ings were SVE, Charles Beseler, GM Labora 
tories, Three Dimension, and Picture Record 
ing. Sereens and accessories were displayed 
by DaLite, Radiant, Neumade Products, and 
many others. 


Convention visitors were also viven thr 
opportunity to examine such products as thi 
new, low-priced, Empire Sound King projector 
which weighs only 38 pounds, Kolograph dis 
played al proyecto featuring an ttCcrmittent 
sprocket instead of the conventional claw 
mechanism for moving film. RCA exhibited 
its Model PG 400 projector, weighing 39 


Webster-Chicago, WiRecorder Con 


4 


pounds 
poration, and the Brush Development Com 
pany attracted much attention with thei 
PESpeclive displays ol magnetic recorders of 


both wire and paper types. 


Lhe Meissner Phonoscope, shown by Angel 
Products, employs a beam of light to synchro 
nize a phonograph record with a musical on 
verbal score. Picture Recording Company dis 
played an electrically operated automatic slick 
projector which handles up Lo 75 1 adymount 
or 35 glass slides at a time and changes them 
by remote, push-button, control. \ new 
\uricon single-system sound-on-lilm camera 
was exhibited for the first time by Berndt 
Bach, Inc. Also shown were items including 
record players, Carry lhne-Cases, splicers, and 


other equipment, 


Convention Speakers Keynote Problems 


@ Conventioncers heard the galaxy of key 
not spe akers—Robert M. Hutchins, Chancel 
lor, University of Chicago; Arthur H. “Red 
Motley, President, Parade Publications; and 
Floyde E. Brooker, Chief, Visual Education 
Section, U. S. Ofhce of Education—outline 
and emphasize NAVED’s role in the present 
world CTISIS. 


Chancellor Hutchins, long an advocate of 


18 


ATTRACT NEARLY 1300 VISITORS °¢ 


audio-visual education, declared that “the 
task of our generation is to establish peace.” 

Stating that “the widespread distribution ol 
educational films might do more than any 
other single thing to unite the world and 
save us trom destreution,” the Chancellor 
called upon NAVED members to realize thei 
grave responsibilities, which he said are 
vreater than those of ordinary business. 

“It is impossible to exaggerate the urgency 
of our task,” Dr. Hutchins declared. “We 
know that some other country will have the 
atomic bomb within five years... and the 
simultaneous explosion of just two of the 
atomic bombs that can now be manufactured 
could make the United States uninhabitable.” 

Declaring the film “the most economical, as 
well as most dramatic method of communicat 
ine the leading facts and ideas in many fields,” 
the University of Chicago chancellor said 
films have a force, impact, and power no 
other medium can command, 

Hutchins’ emphasis on the powel of films 
has been previously underscored by Arthu 
Motley who spoke on “Picture Power.” 

“Audio-Visual education is a force that can 
be more powerlul than the atomic bomb on 
any other super-duper bomb that will be 
developed in the next hundred years,” de 
clared Motley, urging his listeners to act on 
the full possibilities of their medium. 

‘In the field of education,” the publisher 
said, “progress in the years ahead will depend 
upon how well you people persuade everyone 
ol the real power in pictures.” 

Motley also pointed out the fact that in 
his opinion picture power was being badly 
sold and he challenged NAVED members to 
do something about it. He offered a formula 
\dequate sales force, Selection, ‘Training, 
and Indoctrination—as a means of getting the 
job done. 

Brooker said that education by films, which 
is quicker and better than traditional meth 
ods, is an absolute necessity if the world is 
to be saved from a new Dark Age. “We have 
more to teach than ever before, and less time 
in which to teach it,” he said, as he pointed 
out that new problems demand new answers, 

“We must remember,” warned Mr. Brooker, 
“that we are never more than one generation 
from darkness. If we do not educate the 
younger generation in all the knowledge man 
kind has amassed up to date, we will fall back 
on the march to civilization.” 

“We must teach with films now,” he de 
clared, “our children cannot wait.” 

Convention Business—Panel Results 
@ Between general sessions of the Convention, 
twelve panel cliscussions groups met to ex 
amine the particular problems of the visual 





education dealer, One group indicated the 
need for a film, or series of films, which would 
enable the visual education dealer to sell his 
product visually. In another panel dealers 
agreed utranimously not to release products 
for use in television, believing that this is 
strictly a matter for producers. A group dis 
cussing film distribution recommended that 
filins be sent parcel post, special delivery, and 
asked that the association investigate forms 
for uniform booking procedure. A suggestion 
was also submitted looking to the establish 
ment of a clearing-house for credit and refer 
ence information, 

In the church and industrial panels the 
need for personnel training was strongly 
underscored—buyers should be approached 
only by salesmen who understand their pat 
ticular needs and who are prepared to oflei 
definite programs for filling them. An appeal 
was made that NAVED issue a procedure 
manual for use in competitive demonstrations, 
Some dealers object to. selling equipment 
under this method—one that is being requested 
with greater frequency by church and school 
purchasing committees. The dealers were 
especially hopeful that the official Blue Book 
now being prepared by the Editors of Business 
SCREEN be issued as soon as possible. 

\n important recommendation of the Edu- 
cauion Committee suggested the establishment 
olf a National ‘Training Institute for dealet 
employees. Northwestern University in Evan 
ston, Illinois, has agreed to co-operate in hold- 
ing such an Institute during the week immedi- 
ately preceding the annual convention. Under 
this plan salesmen and members of NAVED 
would receive training in practical matters ol 
audio-visual education, possibly along with 
some educational theory with emphasis on 
specialized applications in churches, schools 
and industry. 

New Officers Elected for 1947-48 
@ At the concluding session of the convention, 
Olson Anderson ot Bay City, Michigan, was 
unanimously elected president of NAVED, 
succeeding Bernard A. Cousino, Toledo, Ohio. 
Mr. Anderson has been engaged in audio 
visual education for the last 17 years. 

\t the same time NAVED members elected 
Merriman H, Holtz of Portland, Oregon, as 
first vice-president, and Hazel Calhoun ol 
\tlanta, Georgia, as second vice-president; 
both are visual education dealers in their own 
cities. Miss Calhoun is outgoing secretary- 
treasurer of the organization, and Holtz has 
been a regional director. 

Mrs. Roa Kuralt Birch of Milwaukee, Wis- 
consin, was named secretary-treasurer for 1947- 
i8, while directors-at-large selected are: M. L. 
Stoepplewerth of Indianapolis, Indiana, and 
E. H. Stevens of Atlanta, Georgia. 

All the above will serve for one year. At 
the same session four zone directors were 
named for terms of three years each. They 
are: Ernie Ryan of Davenport, lowa, for the 
Plains States; E. E. Carter of Raleigh, North 
Carolin, Eastern States; D. K. Hammet ol 
Portland, Maine, New England States; and 
Howard Smith, Los Angeles, Pacific States. 
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IN THE 


FIELD OF BUSINESS FILMS 





*®& The WALL Street JOURNAL recently ran a 
pretty good article about business films 
headed: “Rush of New Producers To Make 
Selling Films Brings Many Failures,” “Total 
Sales Are 50° Above Pre-war; But 75% of 
New Makers Go on Rocks.” 

75% of new makers failing seems a little 
high to us, but without doubt many of those 
who rushed in haphazardly to cash in on an 
expected big post-war boom have been forced 
out, and, unfortunately, some sponsors have, 
in good faith, been burned in the process, 
leaving the idea around that business film 
making, and sponsorship, is at best a hazard- 
ous operation. That definitely isn’t so. 

We have a strong belief in open opportu- 
nity for all. ‘This industry, as does every in- 
dustry, needs a constant influx of new men 
with enthusiasm and originality, and we hope 
the many new producers who have survived 
may continue and prosper, but, as the saying 
goes, “Let the Buyer Beware.” 

We can’t help but point out that of all 
the sponsored film producers who have adver- 
tised in Business ScREEN for the past two 
years, every one is in business today, and has 
met all committments, Buying a film is a lot 
different proposition from buying a pair of 
shoes—and the classified telephone directory 
is not the place to find a good producer. 


Film Distribution Via Libraries: 


* PusLtic LipRARIgEs in many communities 
have become active in handling and distribut- 
ing sponsored films. For instance, in Stam- 
ford, Connecticut, a town of 65,000 popula- 
tion, the library's monthly film audience is 
reputed to be something like 75,000. 

On first consideration this would seem to 
offer wonderful possibilities in obtaining good 
circulation for film sponsors. Merely by de- 
positing a print in the library the film will 
circulate widely among Stamford’s 67 known 
16mm sound projectors, half of which vare 
privately owned and all of which are said 
to rely on the library for free films. 

But there are several serious drawbacks 
which make the total advertising or public 
relations impact of dubious value, No public 
libraries we have heard of are staffed to offer 
advance notices to the sponsor or accurate 
audience size calculations. Moreover, with 
a valuable print circulating among home- 
owned projectors the damage is certain to 
be extraordinarily high per total audience 
reached, As many sponsors have ruefully dis- 
covered—it is far better to make no showing 
at all than to offer a scratched, battered print 
to tell a_ public 
product. 


relations story or sell a 


However, the public library's function in 
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The “Leaf Story” will be told with sound slidefilms as salesmen are equipped in new program. 


film distribution will bear considerable study 


and evaluation. If distribution could be lim- 
ited to definite group audiences in each com- 
munity, the library might have some possi- 
bility. But under present methods of operation 
we doubt if it can become any answer to 
efficient, inexpensive, mass circulation, any 
more than dropping 22,000,000 leaflets from 
an airplane would equal an insertion in Life. 
Leaf Gum Arms the Sales Force: 


* The most extensive promotional campaign 
in the history of the Leaf Gum Company was 
revealed at the company’s annual sales meet- 
ing on July 11 and 12 at the Continental 
Hotel in Chicago. Sound slidefilms via com- 
pany salesmen equipped with projectors are 
an integral part. 

Paul R. Trent, director of sales and adver- 
tising, and Paul Rosenau, his assistant, joined 
with Bozell & Jacobs, Inc., the Leaf advertis- 
ing agency, to dramatically outline the huge 
campaign. 

“Total sales in the national chewing gum 
industry total more than $175,000,000,” Mr. 
Trent declared in outlining the growth of 
the Leaf Gum business. “Leaf has become 
one of the leaders in the five-cent package 
field through effective advertising and high 
quality of the product. We are planning to 
secure 15 per cent of this market through dis- 
tribution in the regular channels of trade.” 

In that connection, every salesman was 
equipped with the most modern type of 
sound-slide projecter with sound attachment 
and a recently produced sound slidefilm, out- 
lining the development of Leaf operation and 
the gains in consumer demand for Leafmint 
and Leaf Spearmint gum. 

The film, entitled /t’s Your Business, Too, 
is directed to jobbers, according to Mr. Trent, 
who said that “every confectionery jobber in 
the country will want to see it. Every one of 


our salesmen will be able to show the film 
with no delays of any kind.” 


Screen Advertising on Upgrade: 

* Increasing interest among national adver- 
tisers in the field of 60-second advertising 
movies for regular theatrical release is evi 
denced by increased production of the shor- 
ties by West Coast commercial producers. 

Major accounts are allocating increasing 
percentages of their budgets to the movie 
medium, and greater emphasis is being placed 
on professional productions for their audience 
receptivity. 

John Sutherland Productions, Hollywood, 
has just completed a series of the shorts for 
Spic & Span. 
depicts an amusing household incident center- 
ing around the use of the Spic & Span cleanser. 

Roland Reed Productions has also moved 
into this field with four Ansco-color produc 
tions for Rit. United States Productions and 
the George Fox Company have been concen- 


Each of the capsule playlets 


trating on the theatre shorts for years, with 
a recent increase in production all around. 

With the coming television market promis 
ing a greatly expanded field for movie spot 
announcements, many new companies are 
buying and experimenting with these “minute 
movies.” 

Whether for theatres or television, or both, 
the new demand for short-shorts will grow 
and develop as competent, experienced com- 
mercial producers provide basic 
and the highly 


know-how 
professional screen quality 
demanded by the theatre exhibitor for his 
paying guests, 

DeVry Announces Lightweight Model: 

* W.C. DeVry president of the DeVry Cor- 
PORATION, 34 year old Chicago manufacturer 
of motion picture equipment, announces that 
his firm will soon introduce a new, lightweight, 
low priced, 16mm sound film projector, 
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A Report on the Audio-Visual 


Study at Harvard Business School 











(CONTINUED FROM PAGE FOURTEEN) 
indicating important points it emphasized. At 
the conclusion of the screening, the film was 
discussed for approximately a half how with 
the instructor summarizing the discussion 
briefly at the end of the period. 

he case assignment following the three 
films required the students to appraise the 
marketing organization of a company which 
was reconverting to peacetime production, 
Each student was expected to make changes 
in the structure which would facilitate the 
more effective marketing of the company’s 
products. The experience of having seen the 
films and discussed the different considerations 
arising from marketing the diverse products 
represented sharpened the students’ perception 
and led to a more realistic evaluation of the 
problems presented in the written Case assign- 
ment. 

In the section of the Financial Accounting 
course on the responsibility of the corporation 
to its stockholders, the General Mills’ motion 
picture Operation '46 was shown. 1 his film is 
a visualized report to stockholders and was 
produced to be shown at regional stockhold 
ers’ meetings. Prior to the showing the in- 
structor asked his students to keep the follow 
ing questions in mind as they saw the film: 
1) Is the film medium a good method of 

reporting to stockholders? Should more 
companies try a similar approach? 

2) Where in the film do you find errors in 
financial vocabulary? 

3) Consider the company’s responsibility to 
employees or the general public as opposed 
to stockholders. Should the film be shown 
to employees? To the public? 

At the conclusion of the film a lively dis- 
cussion developed over the General Mills’ ex- 
periment, The film was contrasted with the 
published report to stockholders, copies of 
which were brought to class for the students 
to see, The wisdom of using the film medium 
for reporting to stockholders was argued at 
some length. 

An interesting attempt through the film 
medium to teach effective two-way communi- 
cation between supervisors and their subordi- 
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nates was made in the Administrative Prac- 


tices course. This course, based in part on 
the contributions of Professors Mayo and 
Roethlisberger, is concerned with the business 
administrator's need to get things done 
through people. A film on getting ideas across 
to stibordinates and superiors was shown to 
the class with the producer of the film present 
during the discussion. The class was divided 
into two groups: one to view the film from the 
point of view of foremen and the other to 
consider it from the point of view of top 
management. The broad scope of the film and 
iis important human implications brought 
forth a lively analysis of some of the psycho- 
logical and economic factors which the super- 
visor must face in fulfilling his day-to-day 
responsibilities. Many students felt that in 
human conflict situations the emotional forces 
present would limit the success of the four-step 
formula advocated in the film for accomplish- 
ing effective communnication. Some thought 
that the formula would lead to “high-priced 
thinking on the part of low-priced help.” 

Another phase of the research project is 
represented by the report on the use of films 
and other audio-visual aids in department and 
specialty stores which will be ready for publi- 
cation in several months, Much of the field 
work in this study is being done by Mr. H. 
M. Hague, a specialist in retail training. Mr. 
Hague has interviewed training and_per- 
sonnel directors in many of the large stores 
east of Chicago. Comprehensive questionnaires 
are being sent to those stores not personally 
visited. The questionnaires are designed to 
obtain information on the current use of 
audio-visual aids and to provide a means for 
the training directors to indicate the type of 
audio-visual aids they desire in the future. It 
is expected that the completed report will be 
of interest to training directors since it will 
enable each one to profit from the collective 
experience of all, Moreover, the report might 
attract the attention of film producers and 
manufacturers contemplating the production 
of new films since it will indicate the types of 
films and general areas which training direc- 
tors feel need more adequate coverage. 

Ihe activities of the audio-visual aids study 
have been directed by Assistant Professor J. 
Sterling Livingston. A specialist in the field of 
marketing, Professor Livingston was on leave 
of absence during the war serving with the 
rank of Commander in the Navy's Bureau of 
Supplies and Accounts. In that capacity he 
developed an extensive program for the Navy 
involving the production of a series of illus- 
trated manuals and 23 films. The visualized 
program treated with the myriad problems 
relating to naval supply, finance, and account- 
ing, 

The activities of the Harvard study as re- 
ported here are but a foreshadowing of the 
research that might be accomplished in the 
field to assist ultimately the producers and 
users of audio-visual aids. Other business 
schools might be encouraged to establish simi- 
lar studies both in the interest of significant 
business research and to locate films which 
can be employed to increase the range of their 
own teaching programs. + 








N.Y. State Commerce Department 


Expands Its Film Activities 











ORE THAN A YEAR AGO the New 

York State Department of Com- 

merce, Division of State Publicity, 

began the development of a program of 
motion picture activities, both in 16 mm and 
35 mm. Under the direction of Commissioner 
M. P. Catherwood, an experienced staff was 
assembled to develop a program of distribu- 
tion, film library and production activities. 

It is intended that these activities should 
be integrated as closely as possible with the 
other programs of the Department and _ its 
subdivisions, In film library activities inte- 
gration is achieved in part through the func- 
tioning of a board of review which evaluates 
and approves or disapproves all films which 
are considered for addition to the film library. 
Evaluation and approval of a film are based 
primarily on how it relates to departmental 
programs. Of course, all the usual criteria 
and values are also taken into consideration, 
including the quality of sound, narration and 
photography, as well as informational, edu- 
cational and promotional values, The evalu- 
ation procedure does not define completely 
the character and content of the library since 
a limited number of films acquired by other 
agencies of New York State government are 
also being circulated and distributed. 

The film library service met with immediate 
acceptance among non-theatrical exhibitors in 
New York and demands for the service have 
exceeded anything that had been anticipated. 
The library now contains more than 450 sub- 
jects, many of which were part of a library 
of World War II films assembled by the for- 
mer New York State War Council. Since the 
library is emphasizing the addition of subjects 
informing about or promoting various aspects 
of New York State industry, commerce, busi- 
ness, recreation and resources, exhibitors hav- 
ing an interest in these fields are rapidly 
availing themselves of the service, One indi- 
cation of the extent of the service is a statistical 
report for the month of January which shows 
more than 1400 exhibitions reported with a 
total attendance of over 300,000. Another 
indication of exhibitor’s interest in the service 
is the extent of advance bookings. By October, 
1946, hundreds of such bookings had been 
made into June, 1947, There are some book- 
ings which carry through into May and June 
of 1948, 

Up to this point only 16 mm production 
has been considered, but the department has 
been active also in the 35 mm field, Last year 
the March of Time was employed to produce 
a 10-minute film entitled You and Your State. 
This was distributed to 700 theatres through- 
out the State and it met with wide acceptance. 
It is now available in 16 mm for statewide 
distribution, 

As the Department of Commerce program 
continues to develop, periodic announcements 
of activities will be made. e 
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Three frames from a time-lapse reel show budding yeast, from single cell to culture of hundreds of cells within 


5 hours. 


SEEING the Unseen 


as told to the Editors of 


BUSINESS SCREEN by HENRY ROGER 





A MOTION PICTURE 


HE HUMAN MIND is inquisitive and rest- 
less. There would be no progress if we 
were satisfied with things as they are 
or as they have been. Many beliefs and super- 
stitions, still persisting among us, are gradually 
being replaced by actual knowledge as the 
processes of nature are revealed by scientific 
methods. We all have witnessed and benefited 
by the application of new developments and 
discoveries in our everyday life, in health and 
sickness, in activities at home and in business, 
in communication and manufacture of goods, 
As many of us may well remember, science 
and research were quite remote from business 
and manufacture, not so long ago. 
The ever increasing knowledge of actual 


FIELD OF UNLIMITED POSSIBILITIES 


facts and of properties of things produce of 
course a more critical audience. In the motion 
picture field we begin to realize that it is not 
always wise to prove a point or to explain a 
fact or action by the old and well-known 
method of “sugar coating,” by silly and un- 
natural presentations or by other high-pressure 
sales tricks. Facts speak louder than words; 
therefore, facts should actually be demon- 
strated whenever feasible. 

It should, of course, not be denied that 
motion picture animation, today developed 
to a high degree of perfection, is of tremendous 
importance and of help in simplifying and ex- 
plaining more or less complicated messages and 
theories, Animation, however, does not possess 





PHOTOGRAPHING FLIES ON MILK Bottle: The author films a sequence for “The House Fly.” 
Flies are in glass cage surrounding bottle in front of the camera lens. 


NUMBER FIVE * VOLUME EIGHT * 1947 


the power of evidence and acuality, and there 
fore may not always be convincing to the 
spectator, 

Science has taught us ways and means te 
extend the limits of human vision, and today 
we are able to observe phenomena which are 
too small, too fast or too slow to be seen by 
the unaided ‘eye. Here the motion picture, 
which by the way originated in the research 
laboratory, is ideally suited to let us see the 
unseen. 

Io capture these hidden facts on celluloid 
requires special skills, experi¢nce and, of 
course, a lot of equipment. For many years 
our laboratories specialized in this field of un 
usual photography by supplying the industry 
and various institutions with sequences which 
later become parts of feature films, Many 
scientific, industrial and classroom films in 
circulation everywhere today contain sequences 
which have originated in our laboratories. 

Where are those hidden facts and how can 
they be demonstrated? ‘To best answer to this 
question, let us take a recent example: Rolab 
Studio was called upon to produce a color 
motion picture on chicken hatching by mass 
production, The sponsor of this film wished 
to show his customers, mostly poultry farmers, 
his production and distribution methods. The 
story as furnished by the sponsor called for 
scenes such as delivery of fertile eggs to the 
plant, preparing eggs for the incubators, opera 
rf 
eggs, removing the hatch, sorting the chicks, 
sexing, packing, shipping, cleaning and dis 
infecting of incubators and other equipment, 
various breeds of chicks, etc, 


tion of incubators, safety devices, candling 


What the sponsor failed to include in his 
story was the “inside story” of the egg. What 
takes place during the 21 days while the egg 
is being kept in the incubator at body tem 
(CONTINUED ON THE FOLLOWING PAGE) 


21 





perature? Apparently the sponsor did not 
realize the possibility of showing such a se 
quence in motion pictures. 

It did not require much persuasion to in 
duce the sponsor to have such a sequence 
included in the final film. Scenes taken in 
our micro motion picture laboratory show the 
first signs of life after only 24 hours in the 
incubator. Although the embryo is extremely 
small—a tiny white dot which is hardly visible 

in the magnified picture it already shows 
the formation of the spine and even a small 
transparent heart which is beating. At suc 
cessive stages we are able to discern the head, 
the eve and the many blood vessels connecting 
the yoke with the embryo, At high magnifi 
cation one may observe clearly single blood 
corpuscles rushing through arteries, veins, and 
capillaries to carry nourishment to the dé 
veloping embryo. As the embryo grows olde 
and larger it begins to move and twitch. We 
see the formation of the wings and feet. In 
its final stages the young chick occupies prac 


tically the entire egg, having absorbed most 


SS 1g 
of the yolk, It is very unruly in its coiled up 
position. = 

On the 21st day we observe on the outside 
shell a small crack which becomes larger and 
larger as a few hours pass. From the inside 
the chick picks and hammers against its en 
closure—the whole eeg rolls and moves—until 
finally the shell breaks open and an exhausted 
and wet little chick emerges 


Ihe inclusion of this /nside Story mace 








MIcRO-MOTION PICTURE SETUP (0 photograph rotating carbon particle 


(BELON ) 


on pinpoints shown above 


. i o 


aB A. 


VMicro-motion picture setup 
for experiments at low temperatures. Freezing device is in left fore- 
ground, Note formation of ice on all rubber tubing. 





Living and beating frog’s heart taken at nor- 
mal speed —with objective extended. 

the film. When a brief resumé was reported 
in this magazine the response was remarkable, 
judging from the many letters received by the 
sponsor, 

Inside stories, such as this, create interest 
and fascination and may constitute the back- 
bone of otherwise dull and commonplace 
subjects. —_ 
Another film, Micro Baking, produced for 


AP act YP 








Single white blood corpuscle of necturus at 


very high magnification: 1 frame per second. 


Swift & Co., shows in vivid colors what hap- 
pens inside a cake when baked in the oven. 
Che observer also gets a good idea of what is 
wrong with a cake when it “falls” due to the 
wrong ingredients. 
Among many other beautiful shots we see the 
sugar crystals in the dough in vivid colors by 


proportioning of the 


the application of polarized light. 
Ihe use of polarized light makes tiny wax 





MICRO-MOTION PicTURE APPARATUS, showing use of incandescent light 
(left) and high intensity arc lamp (right). The microscope is inside 
an incubator with heat controlled by thermostat. Camera is directly 
connected by telescope shaft. 





BELOW: STANDARD MICROCINEMA APPARATUS, designed by the author, 
of heavy construction with numerous prec ision adjustments for cor- 


rect optical alignment. Incubator at center below camera keeps both 
microscope panel and specimen at required temperature. Electric 
control panels is at the right. Driving motors are shown to the left. 


























































A high magnification photograph of a human 
ovum is shown above. 





High magnification photograph of a single 
human spermatozoa. 





tnother human spermatozoa photograph for 


a film on fertilization, 





crystals visible forming in a drop of motor 
oil when exposed to freezing temperatures, 
In ordinary motor oils these threadlike crys- 
tals would grow together, forming a network, 
and making it hard for your automobile 
starter to turn the engine over. In specially 
prepared winter oils these crystals remain 
small and isolated from one another, keep- 
ing the oil more fluid. These and other 
sequences were the subject of a film sponsored 
by the Standard Oil Co. 

Films produced for various American in- 
dustries reveal to the observer many interest- 
ing actions which were known to exist or to 
take place on a “stage” much too small for 
the unaided eye to see. ‘To make these visible, 
elaborate equipment is required. Our labora- 
tory has, in the course of years, developed 
apparatus to expose various materials or speci- 
mens to extreme cold or heat, to gases or to 
liquid reagents, to radiations of various kinds, 
to ultra-violet or infra-red light. Scenes were 
photographed showing iron oxide particles 
in a magnetic field, the migration of ultra- 
microscopic particles in the electric field, the 
Brownian Movement of liquid and gaseous 
suspensions, such as particles of tobacco smoke 
suspended in air, the effect of corrosion, of 
capillary action, the effect of soap on dirt 
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Culture of white blood corpuscles, darkfield 
illumination for scene above. 


Culture of fibroblasts (tissue cells). Medium 
high magnification sequence. 





and grease, the action of various agents on 


human sperms, properties of various kinds 


of abrasive materials, weave construction ol 


various textiles showing the difference be- 
tween flat weave and circular weave, between 
poplin and seersucker, between gabardine and 


satin, etc. With the aid of extreme close-up 


motion pictures we are able to observe the 
minutest details of a watch or other precision 
instrument being assembled or tested, and 
appearing on the screen as if they were parts of 
an engine in a giant ocean liner, The list of 


examples which lend themselves for interest- 


ing material may go on indefinitely, 

How often do we read in advertisements 
or have to listen to radio commercials of 
slogans and assurances that certain products 


do this or that for us. Of course, we are 


skeptical. However, what could be more con- 
vincing than the truth as evidenced by actual 
photography? Here the power of the spoken 
word has to give way to the picture of action, 
the motion picture. 

loday, science has learned to deal with 
infinitesimal quantities, and the general pub- 
lic begins to realize that many factors control- 
ing life and death, health and sickness, have 
extremely small beginnings. Especially the 
medical and biological sciences have greatly 
benefited by discoveries made with the aid of 
the microscope. We have learned much about 
the structure of our body and its function. 
We. have found the secrets and cure of many 
infectious diseases, such as cholera, typhus, 
diphtheria, smallpox, syphilis, etc. We have 
studied many other illnesses, such as cancer, 
and we will in time find the answer to many 
open problems while penetrating deeper and 
deeper into this rich and fascinating world 
of microscopic dimensions, called microcosm. 

‘The writer of this article, for eleven years 
himself a research associate of Dr. Alexis 
Carrel—winner of the Nobel Prize in 1912— 
at the Rockefeller Institute, has demonstrated 
the usefulness of micro motion pictures as 
applied to medical research. In collaboration 
with Dr, Carrel he produced the motion pic- 
ture, The Structure of Living Cells, showing 
the life and action of living blood and tissue 
cells as never observed before. In this film we 
see the growth of normal and malignant cells, 
cell divisions, phagocytosis, single nerve fibres, 
red and white blood corpuscles, how the white 


corpuscles remove foreign matter in the blood 
serum. It has been discovered by this photo- 
graphic method that the white corpuscles 
possess an undulating membrane, much larget 
than the cell itself, which detects foreign 
material apparently far away from the body 
of the cell. 

Other films on living microorganisms, such 
as bacteria, their destruction by various agents, 
the blood flow in the human body, were also 
made, to mention only a few. 

As the above films showed for the first time 
what is actually going on inside of our body 
in health and disease, they aroused a great 
deal of interest wherever shown, here and 
abroad, at scientific and public gatherings. 

It has always been said of motion pictures 
that they can do the impossible. Indeed, the 
possibilities of motion pictures have been 
greatly extended by the use of sequences de 
picting “inside stories” which cannot readily 
be seen by the unaided eye, but which can 
be photographed and rendered visible and 
understandable to anyone through the 
medium of the screen. © 


Textiles hold no secrets from the micro-cine- 
ma expert. (BELOW) The cicade’s multiple 
eyes are revealed by the micro-photographer. 
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Sponsor: Procter & Gamble. Film: Unde 
These Stars. Producer: Films for Indus 
try, New York. 

* Procter & Gamble has long had cause to be 

proud of a progressive employee relations pro 

vram. It has often been cited as a model for 
industry, 

Among the first of large companies to in 
stitute a guaranteed employment policy, P & 
G is usually known, in the. cities where its 
plants are located, as a “good place to work.” 

lo tell this story to its present 12,000 em 
ployees and to job applicants in the future, 
the company Under These 

Stars, 

Synopsis: The film opens with a job applicant 


has sponsored 


filling out a form. He wonders why the com 
pany wants to know all these answers, and 
asks him to put pegs in holes and assemble 
blocks, Unde 
important to select carefully the men and 


These Stars tells why it is 


women acct pted so that the team can operate 
ethciently. 

But—it also states—P&G should really fill out 
a form for the applicant, telling what P&G 
does, why it is a good place to work, and what 
it will mean to the employee's future. 
Technical Notes: Kodachrome, 30 minutes. A 
well-written, reasonable script over factory 
run-around scenes. This example of a modern 
employee relations picture is a far cry from 
that typical of a decade ago. Remember the 
NAM taking its nauseous characters into 
church to thank God that the factory had 
located in their town? 
Distribution: Internally to all P&G employees 


Sequence from the Procter & Gamble film 


“Under These Stars” reviewed above. 


A Technical Review of the New and Current Industrial Films 


Including Their Production Background and Distribution Data 


GATHERED AND PREPARED BY STAFF 
AND LOS ANGELES EDITORIAL BUREAL 


WRITERS IN THE NEW YORK, CHICAGO 
OFFICES OF BUSINESS SCREEN MAGAZINE 











DIFFERENTIAL 
STORY 


EXPLAINING NEW PRODUCTS 
Sponsor: Detroit Automotive Products Cor 
poration, Film: Pulling for Profits. Pro- 
ducer: The Jam Handy Organization. 
* Problem: The sales force of the Detroit 
\utomotive Products Corporation was experi- 
encing considerable technical difhculties in 
explaining the operation and _ performance 
of a new type of motor truck differential in 
simple terms to prospects. How could the 
firm make the product take on new meaning 
and new life for its distributor organization? 
Solution: Because mere words and still pic- 
tures were not enough to explain such a 
highly complex mechanical operation, Detroit 
Automotive hit on the motion — picture 
medium as a “natural” for the job of build- 
ing up enthusiasm for the differential. By 
having Pulling for Profits produced by The 
Jam Handy Organization, President F. D. 
Knoblock of Detroit Automotive claims: “We 
were able to tell a complete, simplified, and 
easy-to-understand story of the differential’s 
operation—and present a convincing, sales- 
producing story of its performance—in a pack- 
age that can be used to reach either mass 
audiences or individual prospects, Only the 
motion picture is capable of doing all these 
jobs simultaneously, and on a national scale.” 
Synopsis: Semi-scale models, designed and 
built specifically for the motion picture, are 
combined with stop-motion photography to 
demonstrate the basic fundamentals of the 
differential’s operation. Staged demonstra 
tion, and action photography on location, are 
used to illustrate under trying conditions the 
performance of motor trucks equipped with 
NoSpin Differentials. 
Technical Notes: Pulling for Profits has a 
running time of 20 minutes, and has been 
released in both l6mm and 35mm sizes. 
Distribution: Arrangements for showings ol 
the film can be obtained by writing to De 
troit Automotive Products Corporation, 8701 
Grinnel Avenue, Detroit 13, Michigan. 





RUBBER IN WORLD TRADE 


Sponsor: United States Rubber Company. 
Film: Two Way Street. Producer: RKO 
Pathe, Inc. 

* The ingredients of the hot dog you buy 

at the corner Nedick’s include spices which 

have come from 25 different countries. The 


frankfurter skin is made of materials from 36 
countries. A new automobile contains 300 
imported materials from 55 countries. 

This is the introduction to U.S, Rubber’s 
new motion picture Two Way Street. Designed 
to explain the importance of world trade, the 
film goes on to list many other items necessary 
to our economy or well being but not indige- 
nous to the United States: coffee, tea, sugar, 
pepper, nickel, rubber, flax, silk and industrial 
diamonds, 

We must realize, the film tells us, that every 
dollar we spend for imports always comes 
back to us, For example, before the war 20° 
of our farm implements and 10°, of ow 
automobiles were manufactured for export. 
Ihe world needs these goods today as it never 
has before, but without dollar credits obtained 
from supplying us with the raw materials we 
need the world cannot pay for American 
manufactured materials, 

So, let us encourage trade and travel—let us 
take the goods the world offers without the 
crippling restrictions of high tariffs. 

This is the important message of Two Way 
Street. An interesting, well done film, Busi- 
ness Screen recommends it to all audiences in- 
terested in world trade, including other indus- 
tries, schools, colleges and other groups. 
Technical Notes: Two Way Street is a 20 min- 
ute, black and white, sound film, both 16 and 
35,mm. It incorporates many good shots tak- 
en from RKO Pathe’s extensive library of 
newsreel and This Is America footage. 
Distribution: Two Way Street was originally 
produced for showing at a convention for all 
divisions of the company at which U. S. Rub- 
ber Export Company was host. In_ broad 
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terms, it was designed to explain how the ex- 
port company operates, Concluding the film, 
the president of the export company spoke 
specifically to the convention in a specially 
photographed sequence. This has _ been 
changed to a general message for wider dis- 
tribution of the picture. 

One print of Two Way Street will be sent 
to each U. S. Rubber plant for showing to 
80,000 employees. Other prints will go to the 
company’s 40 branch offices to be loaned out 
locally or for use as an informative film at 
sales meetings. 

The home office at 1230 Sixth Avenue in 
New York will keep prints in the film library 
to loan to schools, colleges or interested groups 
on request, 





ON FARM ELECTRIFICATION 


Sponsor: The Farm Journal. Film: Singing 
Wires. Producers: S. R. F. Pictures, 
* Singing Wires is designed to present a clear 
picture of what complete electrification can 
mean to a farmer—both in greater profits and 
in better living. 
Synopsis: In a simply told dramatic story, the 
film contrasts the advances made by one farm 
family living on a completely electrified farm 
against the harried, burdensome —and_ un- 
profitable—daily life of a second family strug- 
gling for a foothold against the mountain of 
tasks required on every farm. A romance 
between children of the two families heightens 
the plot interest. 
Technical Notes: Singing Wires is a 22 minute 
black and white sound film, in both 35 and 
16 mm. Emil Velazco wrote and conducted 
an original musical score, 
Distribution: Farm Journal is offering the film 
on a sale basis to electrical manufacturers 
and others serving the farm market, at $50 
for the 16 mm version and $75 for 35 mm, 
Farm and school groups may obtain the film 
from manufacturers’ representatives, utility 
companies or local offices of The Farm Jour- 
nal on free loan, National Electrical Manu- 
facturers’ Association is cooperating on distri- 
bution of prints to their members through 
direct mail promotion, Prints have also been 
supplied to some state and university film 
libraries, 


SHIPS AND PLANES make great pictures as this 
scene from the “Phantom” film shows. 





CARGO AIR CONDITIONING 


Sponsor: Cargocaire Engineering Corp, Film: 
Cargocaire for Cargo Comfort. Producer: 
Palmer Pictures. Agency: 
Ewald. 


* The purpose of this new film is to demon- 


Campbell- 


strate dramatically the advantages of Cargo- 
caire air conditioning to eliminate sweat 
damage in cargo shipments by water. 
Opening with a general plug for world 
trade, the film goes on to explain how humid 
air condenses in a hold and spoils a cargo. 
By technical animation, the effects of Cargo 
caire on air in the hold are demonstrated. 
Technical Notes: Cargocaire ... is an 11 min- 
ute Kodachrome. Palmer Pictures specializes 
in marine films and consistently turns out 


good pictures of ships, cargo, harbors, foreign 
places, etc. Along with excellent photography, 





a top-notch Emil Velazco sound track does 
much to make this film among the best ia 
its class for 1947, 
Distribution: Cargocaire . . . is a promotional 
film—will be used to urge shippers to select 
Cargocaire equipped vessels, and steamship 
lines to install the equipment, 





McDonnell Films The Phantom 
@ In the tradition of speed, McDonnell 
Aircratt Corp., St. Louis, has released a 
new sound film on the jet-propelled 
Phantom, pride of the Navy's fleet ain 
arm. Production was by Princeton Film 
Center. ‘Typical scenes illustrated below. 











McDONNELL’s St. Louis PLAN?’ from the air, a 
scene from the current “Phantom” film. 


BETTER CARPET SELLING 


Film: Adven 
ture in Style. Producer: Willard Pictures. 


Sponsor: Carpet Institute, Inc. 


Agency: Fred Eldean Organization (Pub 
lic Relations Counselors) . 
* Carpet merchandising and sales technique 
have otfen been symmbolized by a rug depart 
ment that looks like a warehouse, advertising 
which stresses price only, and sales personnel 
who know only sizes and weave. 


Research has shown that by smart selling, 
advertising 


g, and publicity designed to create 


a demand for latest styles and colors, the 
women’s clothing industry has increased its 
dollar volume many times over in the past 
two decades, while the carpet industry, ham 
pered by old fashioned methods, has pro 
gressed only slightly, 

Nevertheless, a tremendous demand exists 
today, and instead of a reasonable 10°, vol 
ume increase expected by many retailers, the 
pentup demand created by war-time short 
ages, the new smart colors and fabrics re 
cently introduced by carpet manufacturers, 
and a budget of $2,750,000 for advertising, 
should really forecast a 50°; increase to the 
dealer who will back up his suppliers with 
modern merchandising methods. 

Foremost in encouragement and coopera 
Lion to carpet retailers is the Carpet Institute, 
Inc., formed by the leading manulacturers. 
lo take this story to dealers directly, the In 
stitute is sponsoring a series of retail me) 
{dventure in 


chandising “clinics” featuring 


Style throughout the country. 

Synopsis: The film tells the story of Bill 
Norton, a retailer of home furnishings, who is 
planning his business to step up volume ove 
pre-war years, [Through flashbacks of a panel 
discussion which Norton had attended the 
week before, we see how he can eet this 50°, 
increase by following the practical advice ol 
the group of carpet merchandising experts 
who compose the panel. Using animation, 
live action and live sound, the film follows 
Norton as he (1) modernizes his department, 
(2) slants his advertising to do a long term 
job (instead of flash-in-the-pan price selling) , 


(3) sees that his sales people get the training 


(CONTINUED ON THE FOLLOWING PAGE) 


JeT-PROPELLED ACTION ts stopped in mid-at) 


as the camera catches the new “Phantom”. 
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CASE HISTORIES: continued 


(CONTINUED FROM THE PRECEDING PAGES) 
they need to talk color and style to customers, 
and (4) puts the industry's new basic colon 
merchandising scheme into operation, 

Ihe film urges retailers to use the excellent 
sound slidefilm series on floor covering s¢ lling 
sponsored by the National Furniture Retailer's 
\ssociation in training the carpet cle partment 
stall, 

Technical Notes: Kodachrome, 30 minutes. 
Combined live-action, animation and motion 
slide. Written and directed by Alice Welty; 
Norman Dyhrenturth; art 
Jack Zander. 


photography by 
and animation by Excellent 
tithe and art work. 

Distribution: Adventure in Style is aimed at 
top management exclusively. It will be shown 
at meetings arranged by the Institute in co 
operation with carpet clubs and floor-covering 
associations, A two-color cartoon booklet will 
be distributed to audiences in conjunction 


with showings of the film. 


ON HANDLING CUSTOMERS 


* All customers are difficult some of the time, 
and some are difficult all of the time... . BUT, 
dificult or not, they have to buy somewhere. 
Will it be in your store? Not unless the girl 
behind the counter knows how to recognize 
and handle the dificult customer—and no cus 
tomer is really difhcult when the sales girl 
knows how to handle her. 

\ new ten minute 35mm sound slide train 
ing film, entitled Handling Difficult Cus 
tomers, just released by the Visual Training 
Division of the trade magazine SyYNDICATI 
STORE MERCHANDISER, is now available to in 
struct salesgirls in handling such customers. 

The film, a digest of customer-salespeople 
relations, shows how common sense, correctly 
applied, tames the most difficult customers. 
It analyzes the Hard-to-Please, the Impatient, 
the Undecided, the Just-Looking, and the 
Rude or Angry types of difficult customer and 
illustrates simple psychological techniques ol 
handling them. 

Methods are also portrayed for handling un 
intentionally difficult customers—such as two 
people shopping together, once-a-week shop 
pers, older or timid people and foreign speak 
Ing customers. 

\ “Photo Quiz,” following the sound por 
tion of the film, gives the audience an oppor 
tunity to participate in handling a series of 
“difhcult customers,” in 


typical shopping 


situations. 
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MEEHANITE’S FILM RESULTS 


* In January, 1946, the entire Meehanite 
direct mail list of 26,000 names received an 
announcement of the production and avail- 
ability of the motion picture Meehanile Means 
Better Castings. In addition, hundreds of 
magazines received a notice and later in the 
vear advertisements made mention of the 
picture. 

As a result of this publicity and promotion 
over 300 requests for showings were received. 
These requests were in turn delegated to a 
local Meehanite foundry for handling. 

In all cases those who received the film 
were requested to give a report as to the size 
of audience, and as far as can be estimated 
today, some 15,000 people in industry inter- 
ested in castings have viewed this film. Re- 
ports were overwhelmingly favorable and the 
power and influence of this medium has defi- 
nitely been proved. A few positive comments 
are quoted below: 

“We were very pleased to view your film 
on Meehanite, We found it both interesting 
and instructive. The scene in which the metal- 
lurgist flexes a coil spring made of Meehanite 
is really astounding.” 
Co., Hyde Park, Mass. 

“The properties of Meehanite were very 
thoroughly presented in the ,film and we 
thought it a first rate job. One of its chiel 
merits, in my opinion is the fact that it dis 


Magnesium Casting 


cusses a technical subject in technical terms 
and does not attempt to water down the sub- 
ject matter into what is called ‘non-technical 
terms’,”—Edwards Company, Sanford, N. C. 

“As a matter of fact we believe that it has 
given us the answer to one of our casting 
problems which in the past has been very 
difhcult. Our engineers feel that they have 
learned a great deal about Meehanite.” — 
Standard Machinery Company, Providence, 
R, 1. 

“Since viewing the film, various groups in 
our organization are specifying Meehanite 
Castings for certain parts, which had not been 
done previously.’’ Corning Glass Works, Corn- 
ing, N. Y. 

“We received your film Meehanite Means 
Better Castings on March 20 as scheduled. It 
was shown to our application instructors who 
received it with pleasure. They agreed that 
this film was most informative and very well 
presented.” New York Naval 
Brooklyn, N. Y. 


In addition a total of 25 foundries in the 


Shipyard, 


United States and abroad secured for their 
own local use personalized prints of this film. 
These companies held customer and personnel 
meetings and dinners at which time the film 


was shown. 
MAIN STREET MERCHANTS 
Sponsor: Sun Oil Company. Film: Merchant 
On Main Street, Producer: Films For 
Industry. 
* There has long existed a more or less sub- 
conscious social inequality between the suc- 
cessful owner of a gasoline service station and 
other local merchants. This has been true, 
in some cases, in spite of (or, perhaps, because 
of) the American citizen's overwhelming 
opinion that the service station supplies more 
courtesy and free service than any other type 
of business. This has proven true in any num- 
ber of public opinion polls. The service sta- 
tion man is ever on his toes, hustling, and he 
is every man’s servant. 

Nevertheless, although he gets his hands 
dirty, the local gasoline dealer is not “just a 
grease monkey’’—he is usually a reputable, 
and successful, business man. 

\s one means of reaffirming the dealer's 
rightful place in the community, the Sun Oil 
Company has sponsored Merchant On Main 





Street. 
(1) to increase the service station operator's 


The picture has three main purposes: 


prestige among his fellow merchants; (2) to 
increase prestige in his own eyes; and (3) to 
aid in attracting good young men, solid citi- 
zens, into the petroleum retailing business, 
Synopsis: Merchant On Main Street shows 
Main Street, USA, as the longest street in the 
world, Among its successful business men are 
many service station owners and lessees—men 
who not only keep the nation’s cars moving, 
but sell more batteries, tires and other acces- 
sories than any other stores of any kind. In 
other words, he is the backbone of many 
giant industries. 
Technical Notes: Kodachrome, 20 minutes. 
One of the most likeable looking characters 
we've seen on the screen in a long time is 
the Sunoco dealer in this picture. He appears 
to be nameless, but is a non-professional, a 
trainee in the Sun Sales Department, and a 
definite asset to the purpose of the picture. 
Distribution: ‘To local business groups 
through promotion and contact by Sun field 
staff and local dealers, 


You Are INvirep to submit films or data for 
these Case History pages of Business SCREEN. 
Contact the regional office nearest you. 
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UNION’S SAFETY FILM 
Sponsor: Chicago Local 1031 of the Inter- 
national! Brotherhood of Electrical Work- 
ers (AFL). Film: /t’s Your Life, Brother. 
Producer: Eddie Albert Productions. 
behind the 
production of this labor-sponsored safety pic- 





* There's an interesting story 


ture, produced by Eddie Albert Productions 
for Chicago Local 1031 of the International 
Rrotherhood of Electrical Workers (AFL). 
Problem: Frank Darling, president of Local 
1031, which consists of some 15,000 workers in 
the radio assembly industry, became = con- 
vinced of the need for a safety film aimed at 
workers’ carelessness. 

The problem was first taken to manage- 
ment, but plant officials, while receptive to 
the idea, could not be persuaded to finance 
such a film. 

Still convinced that effective safety training 
was urgently needed, and that a film could do 
the job better than any other method, Darling 
got in touch with Eddie Albert Productions 
for a discussion of what could .be done. 
Solution: Sure that the film was needed and 
that nothing but a film could do the job he 
had in mind, and pleased with the suggested 
film treatment made by the Albert organiza- 
tion, Darling authorized production from his 
own local’s budget. 

Result is this simple but excellent plant 
safety picture, sponsored by one local of a 
Union, but applicable to any industrial safety 
program. 

Official premiere of the film was given 

recently at the national convention of the 
Radio Manufacturers’ Association. It received 
an enthusiastic response, and officials of many 
plants made plans for buying prints and using 
the film in their safety training. 
Synopsis: The film is not propaganda for any 
point of view but that of safety. It is a well 
dramatized message, told from the worker's 
standpoint, of the dangers of carelessness on 
the job. 

The featured players are a young man and 
woman planning to be married on the in- 
come from their respective jobs. But care 
lessness, a temporary infringement of the 
plant safety rules, brings tragedy to them. 

The girl, in order to preserve her new $3.00 
permanent, neglects to wear the cap required 
on her job and has most of her hair torn out 
in a very harrowing accident. The young 
man, worried by this unexpected blow to theit 
marriage plans, disregards safety rules in his 


hurry to release a jam on his press, raises the 
r 
(CONTINUED ON 


PAGEI FORTY-EIGHT) 





Emphasis on Case Histories 


@ Because business readers have re- 
sponded enthusiastically to the in- 
creased space given our exclusive Case 
Histories feature, editorial emphasis 
is given these helpful background re 
views. Your interest and inquiries are 
most welcome to the Editors. 
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Transit Lines Pioneer a New Field 


@ LOS ANGELES TRAINING PROGRAM SHOWS WHAT CAN BE DONE @ 


HE COST to a business organization of 
a film program usually represents a 

considerable investment. The value olf 
this investment to the sponsoring company 
must be measured in terms of the results ob- 
tained by the film program. To insure as 
much as possible, the achievement of results 
is a job requiring research, study and _ plan- 
ning, The case history that follows is of one 
method of pre-production planning that is 
adaptable to many situations, if not in exact 
form, in the basic principles applied. What- 


ever the method used, it is a big job. 


It’s a Big Job is also the title of the initial 
motion picture of the Los Angeles Transit 
Lines’ film program which was designed alfte1 
more than six months of research and study. 
The story of “why” and “how” this thorough 
planning was done is of interest not only to 
companies who plan the use of films for the 
first time, as in the case of the Transit Lines, 
but to all companies using the medium and 
to producers. 


The Los Angeles ‘Transit Lines’ film pro- 
gram is designed as an integral part of thei 
training program for street car and coach 
operators. When the revision of the latter 
was contemplated, the major concern of the 
Transit Lines was with meeting the demands 
of their expanding transportation system, But 
this basic problem was complicated by two 
other factors. One was a high personnel turn- 
over among trainees, a large percentage ol 
whom failed to finish the costly and time con 
suming training program, and the second was 
a relatively high accident rate in which oper- 
ators with less than six months experience 
figured largely. 

Obviously a good deal of the trouble lay 
with the training program, but locating causes 
was another matter, and remedies for them 
still another. Films had been considered by 
the company officials as a means of improving 
the program. They were aware of the poten 
tialities of the audio-visual medium, but they 
did not feel qualified to state where or how 
it could be best utilized or in what form. Nor 
were they sure how to determine these needs. 


When one of the many producers to ap 
proach the ‘Transit Company came to them 
with a plan to survey their training and 
operational routine and outline for the com 
pany what could be done effectively with a 
film program and how it could be built into 
the over-all training program, it made sens« 
to the company. 

The method used in the survey was to have 
a creative specialist follow through the entire 
program from employment application to 
street car operation, It was done by his going 
into the company as just another employee 
His identity was not known to any personne! 
other than the executives who arranged for 
the survey nor was anyone aware that such 
a study was being made. The advantages of 
this were: "9 

1. Insuring the usual routine in all phases 
of the program during the survey. 

2. Allowing sampling of candid opinions 
attitudes and employee problems, 


(CONTINUED ON THI FOLLOWING PAGE) 


Picrures: Close attention to detail 


In Tut 


pays dwidends in Transit training films. 











CASE HISTORIES: continued 


(CONTINUED FROM THI PRECEDING PAGE) 


3. First hand ¢ x pe rience by a visual special- 
ist with the problems to which the visual 
medium was to be applied. 

\ daily record was to be kept during the 
survey which, with company data, would form 
the basis of analysis and recommendations 
[Che survey was made over a four month pe 
riod and while it was a continuous procedure 
it can be broken down into four phases. 

|. Employment—A pplication and job in 
doctrination 


2. Rough Edge Instruction Classroom 


g 
work and actual car operation on practice and 
regular runs as a student 

3. Line Instruction. Learning the various 
routes as a student operator on regular runs. 

t. Actual operation. Car operation as a 
full fledged operator on assigned runs 

Ihe daily record was a detailed report of 
routine followed, methods used, teaching tech- 
niques, personal reactions as a trainee, opin 
ions and reactions of other students, as well 
as ol company personnel from operators to 
superintendent. Weak points and strong 
points were noted, particularly those related 
to the major problems of accidents and turn 
over. Lesser problems and the contributing 
causes were uncovered in the course of the 
survey. During the operational phase the 
man making the survey, though not planning 
on overdoing his research, even had an acci 
dent with his street car which added to his 
store of valid experienc 

When a period of several weeks as an oper 
ator was concluded, it was felt that sufficient 


data had been accumulated, and when put 


(CONTINUED ON PAGI FORTY-FOUR) 


WATCHMAKING VISUALIZED 


Sponsor: Gruen Watch Company. Film: 
Guardians of Precision. Producer: Films 
For Industry. 


* Watch and clock manufacturers have long 
wanted detailed but clear instructional mate 
rial on how to take a timepiece apart, clean, 
oil and assemble it. This has been partly 
accomplished by books, charts, slides, movies 
and by actual demonstration, but never be 
fore as precisely and beautifully as in Gruen’s 
new picture Guardians of Precision. 
Synopsis: The new film is simply a photo 
graphic record of how to clean a watch. While 
this might seem to be dull fare for any but 
a watchmaker or repairman, this reviewe1 
found it so engrossing that if prints could be 
provided, the film should be most successful 
as a release to schools and clubs 

Technical Notes: Commercial Kodachrome, 
30 minutes, Directed by Max Lasky and photo 
graphed by Dave Quaid and Olle Comstedt. 
Technical supervision by Dan Geeding of 
Gruen. The film is notable for brilliant colo 
rendition, a very wide depth of focus for such 
close scale work, and smooth zoom effects 
created by the Fairbanks Zoomar lens. 
Distribution: Guardians of Precision will be 
distributed by Gruen and is primarily directed 
to watch departments and jewelers. 
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Cited for Honors 


Two Current Business Pictures 
Are Honored by Special Awards 
Given for Outstanding Service 








R ESULTS, in terms of sales, training effect 


or public approval, are the best meas- 
ures of business films. The recent selection of 
two business pictures for special honors given 
by disinterested business groups is worthy of 
special mention. More of these should be 
given and more widely sought by sponsors. 
* The first “Oscar of Industry” trophy offered 
in a competition of motion picture films on 
corporation annual reports has been won by 
General Mills, Inc., for its movie short, 
Operation °46, according to Weston Smith, 
director of the Financial World Annual Re- 
port Survey. (Business ScREEN, No. 4, 1947). 
Operation ‘46 was produced for General Mills 
by the Calvin Company of Kansas City. 

Che film, taken in technicolor, explains the 
company’s operations for the fiscal year ended 
May 31, 1946, and is highlighted by a running 
commentary by James F. Bell, chairman of 
the board. Honorable mention in the film 
classification goes to Penn Mutual Life Insut 
ance Company for a black-and-white subject, 
which not only reviewed the company’s past 
year, but also commemorated its 100th anni- 
versary. (Business SCREEN, No, 4, 1947). 

The bronze “Oscar” will be awarded to 
General Mills, Inc., at the Financial World 
\nnual Report Awards Banquet in the Grand 
Ballroom of the Hotel Pennsylvania in New 
York on- Friday, October 10th. At the same 
affair bronze trophies also will be awarded to 
corporations winning “Best-of-Industry”  rat- 
ings, and from these will be selected the win- 
ner of the golden “Oscar” for the best printed 
annual report of “All Industry.” Last year 
Chesapeake & Ohio Railway Company was 
judged as having the best 1945 annual report 
of all industry, and Robert R. Young, chair- 
man, attended the banquet to accept the 
golden trophy. 


Typical General Mills stockholder screening 








* In announcing the winners of its Better 
Copy Contest, the Public Utilities Advertising 
Association recently named My Dad's Com- 
pany, a sound motion picture produced for 
the Detroit Edison Company by the Jam 
Handy Organization, the outstanding entry in 
the film classification, This first award was 
presented recently at the Association's annual 
convention in Detroit. 

My Dad's Company is an institutional pic- 
ture designed to describe the place of the elec- 
tric utility in the community—its contributions, 





achievements and responsibilities. The dra- 
matic interest of the film is centered on a 
young high school boy who, in preparing for 
an oratory contest, selects for his subject, “My 
Dad’s Company.” His recitation of the com- 
pany’s physical aspects is interrupted by his 
father, who emphasizes the importance of the 
personnel in an organization—of their skills, 
knowledge and experience in contributing to 
the community. Included in the film story 
is a pictorial tour of the company’s many 
facilities. 
A Word About Other Achievements 

* Although Business ScREEN is principally 
concerned with the reporting of new pictures 
and film usage as a business tool, some con- 
sideration should occasionally be given to the 
merits of the individual technical achieve- 
ments of the men who make them. 

In this vein, our hats are off this month 
to Jack Zander of Willard Pictures for art 
direction on the Carpet Institute Adventure 
in Style, and to Dave Quaid and Olle Com- 
stedt of Films For Industry for photography 
in Gruen’s Guardians of Precision. 

It is outstanding craftsmanship of this type 
which will continue to make the modern com- 
mercial film not only a good business propo- 
sition to its sponsor, but a credit to the motion 
picture industry as a whole. 
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*% MontTcomMery WARD is sponsoring an “Effi- 
ciency and Service to Customers’ training pro- 
gram covering more than 600 retail stores, 
from Coast to Coast, with a total employee 
roster of more than 45,000. This training 
program is undoutedly the greatest event of 
its kind ever staged in retailing. 

A focal point of this training will be to 
give both selling and non-selling retail per- 
sonnel and managers alike complete training 
in merchandise facts, the skills necessary for 
efficient selling, and an attitude of friendli- 
ness, thoughtfulness and enthusiasm in cus- 
tomer contacts. 

The training program centers around in- 
dividual store managers who employ sound 
films and training Manuals. Each film runs 
for about 15 minutes and illustrates the many 
ways in which employees can be more efhcient 
and more courteous, Each Regional, District 
and Store manager has been “trained to train” 
their subordinates. 

“During the war the retail world suffered 
many disasters and one of these was the loss 
of selling skills and common helpfulness in 
retail stores,” stated one Ward official. The 
end of the war spelled the end of that bad 
situation, and a new era of efficiency, friendli- 
ness and courtesy is here again. The winning 
of friends and customers applies to Ward 
executives, managers, non-selling employees, 
and service employees as well as salespeople. 

The planned program has begun in all 
stores, and will be continuous. Plans for 23 
sound films have been completed. Beginning 
July 23 a film and training manual will be re- 
leased every two weeks to each store. 

The program will be supervised to insure 
a quality and quantity training on an un- 
precedented scale. 

THE WARD TRAINING PLAN 
@ Here is a description of the way the Ward 
training plan operates: 
1. Sound Slidefilms for the Manager 

So many store managers need a sales talk 
on the need of training their employees. 
There are many, however, who will argue that 
they do not have the time to do a training 
job. Therefore, in what is probably the first 
film of its type, managers are shown both 
the need for training and why a properly con- 
structed training plan actually saves time. 

One hard-hitting point in the film, Profit- 


Girt PackaGes of better retail training are 
suggested by this slidefilm scene. 
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Montgomery Ward in Visual Training 


@ by Kennetnu B. Haas, Retail Training Director 


able Retail Training For Wards, is the drama- 
tization showing the countless incidents that 
absorb a manager's already rationed time. 
For example, the film shows some of the things 
a manager does to cover up employee's mis- 
takes; the waste involved in attempting on- 
the-spot training for a single employee when 
group training is needed. This film em- 
phasizes the fact that many managers go on 
day after day throwing their time away on 
individual incidents. These are the same 
managers and people who resist training mect- 
ings because they “take time.” Two othe 
films for managers (or specified trainers in 
larger stores) are Tips For Training Indwid- 
uals and Better Retail Training In Less Time. 
These films were developed to help the mana- 
ger conduct training for individuals and for 
groups of employees. These films are excellent 
guides. They should be reviewed several 
times until the points stressed are thoroughly 
understood by the store manager. In that 


Use ALL ForMs oF “VisuALs” in retail train- 
ing, including easals and charts. 


portion of theme where schedules fon training 
people are furnished, the manager who finds 
the schedule difficult will have to adjust it 
until it fits into his operation. ~. . But in any 
event, there must be a reasonable adherence 
to the plan shown. 
2. Sound Slidefilms for Employees 

Slide films with sound have been prepared 
specifically for Ward retail store employees. 
These films, it should be noted, are for all 
store employees and all must see them. All 
retail store people are engaged in one unde 
taking: distributing merchandise to customers. 
Vherefore, the distributive process must be 
well done all along the line both in retail 
selling and in operating. Employee training 
films begin with the kodachrome sound slide 
film This Zs Wards. This beautiful and in 
spiring film is historically true in every detail. 
It conveys a realistic, practical, and honest 
message about the growth of Wards from an 


(CONTINUED ON PAGI FORTY-THREE) 


Warp's Retail, PROGRAM is a very complete 


package containing all these integrated media. 
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CASE HISTORIES: Cont'd. 


Aj‘ BALES MAA ES 


Sponsor: Frigidaire Division, Gen 
eral Motors. Film: Timed 
for Action. Producer: The 
Jam Handy Organization. 

* Problem: To demonstrate the 

construction, operation, and sales 

features of the new Frigidaire 

\utomatic Washing Machine, 

Solution: This 20 minute film, 

another in the long line of Frigi 

daire and General Motors visual 
sales aids, which gives a more de 
tailed and thorough explanation 
and demonstration of the product 

for an audience of one or a 

thousand than even a direct dem 

onstration could do. 

Synopsis: The picture is a factual 

presentation of the vital informa 

tion about the Frigidaire washer, 

complete with a demonstration ol 

the whole washing procedure, and 

diagrammatic explanations of the 
working of the machine. 

Featured is the full 
“live 


story ol 
water” action, the new 
tested Frigidaire method of agi 
tation, principle sales point ol 
the new product. 

Technical Notes: The film is a 
competent production job made 
for direct informational presen 
tation and not’ unnecessarily 
glamorized. 
Distribution: Primary showings 
will be to regional meetings ol 
the 40 national sales districts of 
the company. As a direct product 
story the picture will be shown to 
all company and dealer salesmen 
and representatives, and will also 
be used for consumer sales pro 


motion, 


SOAP PROMOTION 


Sponsor: Los Angeles Soap Com 
pany. Film: Farewell to Blue 
Monday. Producer: Wilding 
Picture Productions, 

* Purpose of this picture is, of 

course, the promotion of the use 

of White King soap and related 
products manufactured by the 

Los Angeles Soap Company. But 

it is done by presenting useful in- 

formation on correct laundering 
procedures, wrapped up in an en- 
tertaining story framework. 

No special emphasis is laid on 

White King soap. Name of the 


sponsoring company is on the be 


ginning and end titles, and White 


King is shown as the soap used 
in the picture, but heavy-handed 
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Color Helps Sell 
White King Soap 


@ The new Koda- 
chrome Commercial 
was employed by 
Wilding’s California 
studio in making the 
foot- 
age for the White 
King Soap film de- 
scribed here. 


luscious color 








product promotion is avoided, 

The film is designed for show- 
ings to school groups, home eco 
nomics classes, ete, and to 
women's groups of all kinds, 

The story itself is an incident 
of Grandpa buying Grandma a 
new washing machine “to surprise 
her.’ The fact that Grandma had 
indi- 


engineered the purchase 


rectly is lost on Grandpa. 





Within the framework of the 
story is a complete clothes washing 
sequence, conducted by Grandma 
and her grand-daughter, in which 
the older and younger generation 
compare notes on washing meth 
ods and exchange tips on good 
laundering procedure. 

The film will be of interest and 
value to all girls and women, and 
because of the non-brand promo 


FILM REJUVENATION—SCRATCHES REMOVED 
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tion will be 
groups. 

Distribution will be in the terri- 
tory west of the Mississippi, the 
area covered by the Los Angeles 
Soap Company. Castle Films will 
handle general requests for show- 


acceptable to all 


ings, while a number of prints 
will be placed on permanent loan 
to selected school systems. 
Technical Notes: This 33 minute 
color film was produced by Wild- 
ing Pictures in the company’s 
California studio. 


PROBLEM 


DuPont de Ne- 
mours Company. Film: The 
Modern Pied Piper.  Pro- 
ducer: John Sutherland Pro- 
ductions, Distribution: Via 
rural audience channels, such 


FARMER’S 


Sponsor: E. I. 


as county agents, Granges. 

The Modern Pied Piper, an 
aptly titled picture, is a good con- 
sumer sales subject, dealing with 
a problem that is of real interest. 

Not depending on a “gimmick” 
presentation, this ten-minute 
black and white motion picture 1s 
a straight-forward educational 
short on the menace of farm rats. 

Rats have always been a detri- 
ment to successful farming, and 
their extermination remains one 
of the farmer's prime concerns. 
In The Modern Pied Piper the 
subject is well handled. The 
film’s narrator directly addresses 
the typical farmer portrayed in 
the film. The narrator’s com- 
ments point out the unnoticed 
signs which indicate the presence 
of rats and give facts on the dan- 
gers and costs of permitting rats 
to go unchecked, The farmer's 
reactions are entertaining without 
detracting from the film’s factual 
approach. 

The farmer, convinced that his 
farm is plagued by rats, is shown 
preparing and Antu 
product, and the next morning’s 
results demonstrate effectively, al- 
though 


using an 


somewhat gruesomely, 
that the poisoned bait can take a 
surprising toll of rats. 

The Modern Pied Piper is a 
good example of manufacturer 
support of subsidiary product dis- 
tributors; for Antu is the original 
DuPont product, although it is 
mixed in various forms and dis- 
tributed under numerous brand 
names by other companies, The 
film serves notice, by avoiding ex- 
cessive brand name promotion, 
that the field of consumer educa- 
tion on basic products has many 
motion picture applications not 
yet touched by industry. 
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ILMS from many phases of 
| pert and in varied fields of 
sport and fraternal 
were in the 


promotion 
news of the past 
Here are a few of the 
headliners, briefly 


month. 
noted for the 
production record: 


INDUSTRIAL: American Cyana- 
mid Co. Offers Two New Films 
@ Portrait of an Industry and 
The Story of an Ore Sample are 
two color-and-sound motion pic- 
tures which are serving as good 
will ambassadors in the field olf 
customer relations for the Calco 
Chemical and the Mineral Dres 
sing Divisions, respectively, of the 
\merican Cyanamid Company. 

lo show its nation-wide plant 
facilities to customers in the tex- 
tile and paint industries, the 
Calco Chemical Division utilized 
the far-reaching benefits of the 
film medium in sponsoring Por- 
trait of an Industry (33 minutes) . 
Che film depicts the manufactur 
ing of organic dyestuffs and Cal- 
co’s testing service for customers 
with specialized problems. 

The Story of an Ore Sample 
(22 minutes) offers a step-by-step 
visualization of the processing of 


News about events 


IN THE PICTURE PARADE 


overhead bins. The film shows 
the cutting of crude rubber in 
the bale cutter, breaking down 
of rubber in plasticator-pelletizer, 
making crude pellets, mixing of 
pellets in the Banbury, and again 
the transformation of the mix 
into pellets for further processing 
or storage. 

Che former River Rouge Tire 
Plant of the Ford Motor Com- 
pany, which was dismantled and 
sent to Soviet Russia under lend- 
lease arrangement with the Uni- 
ted States Government, provides 
the background for the motion 
picture, Rubber at the Rouge. 
Throughout its 35 minutes of pro- 
jection time, the picture takes the 
audience on a trip through the 


former River Rouge plant, show- 
ing the processing and handling 
of rubber and other materials 
used in making tires. The film 
also depicts the building of tires, 
from the landing of baled rub- 
ber at the Ford docks to the fin- 
ished tires mounted on a Ford 
automobile, 


OIL INDUSTRY: Shell Revises 
Wartime Petroleum Product Film 
@ Oil for Aladdin’s Lamp, Shell 
Oil Company film produced dur- 
ing the war, is being revised to 
place more emphasis on peace- 
time uses of petroleum and _ its 
products, 

Also being incorporated in the 
revised version are new applica- 





reat economic and social 


forces flow with a tidal 
sweep over communities that 


tions of oil by-products in plas- 
tics, agriculture and industry of 
all kinds, developments that are 
being added daily in fast-moving 
war and post-war petroleum re- 
search, 

Production of the new edition 
of the film is being handled by 
W. E. Hockey and Associates, San 
Francisco. Additional scenes were 
shot by Rocket Productions. 


AUTO SAFETY: Photo & Sound 
Makes Wheel Film for Miricorp 
@A New Wrinkle—Safety on 
Wheels, a one-reel safety motion 
picture designed to show how a 
process developed by Miricorp, 
Inc., can minimize the danger 
which results from blow-outs,- is 
now being produced by Photo 
and Sound of San Francisco. 

The film will first present a 
vivid dramatization of the effects 
of a blow-out with standard 
wheels. The precision rolling ma- 
chine, manufactured by Miricorp, 
Inc., which makes it possible to 
transform any automobile wheel 
into a “Miracle Wheel,” will then 
be shown in action. 

Following the shots of the roll- 
ing machine will be sequences of 


are only half conscious of that 
which is befalling them. Wise states- 
men are those who foresee what 
time is thus bringing, and endeavor 
to shape institutions and to mold 
men’s thought and purpose in ac- 
cordance with the change that is 
silently surrounding them.” 


a stock model car, equipped with 
“Miracle Wheels,” racing at high 
speed around a track. When a 
dynamite cap is exploded on the 
sidewall of one of the stock car 
tires, duplicating the effect of a 


an ore sample and includes se- 
quences of 














laboratory testing 


methods, The picture is slanted 


lor the mining industry. 


Prints of Portrait of an Industry 





may be obtained on free loan by 
application to E. K. Hunt, Calco 
Chemical Division, American Cy- 
anamid Company, Bound Brook, 
New Jersey. The Story of an Ore 
Sample is available on free loan 
from the Mineral Dressing Di 
vision, American Cyanamid Com- 
pany, 30 Rockefeller Plaza, New 
York 20. 


RUBBER INDUSTRY: Two Pic- 
tures Tell Production Story 

@ Iwo l6mm sound motion pic- 
tures relating to the rubber in- 
dustry, Pellet Rubber and Rub- 
ber at the Rouge, are available 
for loan from the Farrel-Birming 












—Jobn Morley 
















blow-out, the ensuing scenes will 
show how the flat tire hugs the 
rim, enabling the driver to slow 
to a smooth stop by eliminating 
the dangerous side-to-side swerv- 
ing that usually takes place in the 
event of a blow-out. 


ANNUAL REPORT: Jewel Tea 
Co. Shows Stockholders Slidefilm 
@ The Jewel Tea Company, Inc., 
of Barrington, Illinois, has an- 
nounced the release of a new 
full-color sound slidefilm, The 
Annual Report of 1946, for loan 
to interested businesses, schools, 
and other organizations. 

The film, which has a running 


; time of twelve minutes, tells the 
ham Company, Inc., Ansonia, ’s 1946 i 
ee story of Jewel's 1946 operations. 
O11 . ot . 3 » 
Robert E. Stevens, Chief of the 
tek ae & 7s 
Pellet Rubber, which has a run- se a Sales Personnel Division, reports 
" " > ‘ 9 : > a i ° ° 
ning time of about 12 minutes, soem ems gesting te ery Se that Jewel is very pleased with 
pictures the processing of rub- re OY ae pt Ping gat of 


ber in pellet form to facilitate 
further manufacturing operation 
and storage. Old methods, still 
in use, of piling, trucking, and 
storing rubber in bulky slabs or 
sheets are contrasted with the sim- 
plified handling of free flowing 
pellets that can be transported 
on continuously moving convey 
stored 


ors and in space-saving 
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PATHESCOPE PRODUCTIONS 


The Pathescope Company of America, Inc. 


Pioneer in Industrial and Educational Films” 


580 Fifth Avenue, New York 19, New York 
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the results attained from show- 
ings of the slidefilm and hopes 
that other companies will do 
something similar. “We think it 
would be good for them and 
good for the health of our econ- 
omy,” claims Stevens. 


More News About Pictures 
Appears on Page 34 
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Louis de Rochemont Group | 
Doing 86 Geography Films 


@ Louis pE ROCHEMONT Asso- | 
CIATES, INC., recently organ- | 
ized as film publishers, has 
announced that it will be- | 
gin production early in Sep- 
tember on the first of its 86, 
two-reel geographical onthe | 
films to bear the series’ title 
Your World and Mine. The | 
series is being made exclusive- | 
ly for classroom use and 
will be distributed by United 
World Films, Inc., a subsidi- 
ary of Universal-International 
Pictures. 

Louls DE ROCHEMONT, pres- | 
ident of the company, also 
announced the appointment 
of JOHN J. WINGERTER as vice | 
president and general man- | 
ager, F. BorpEN MACE as exec- 
utive assistant to the president, 
Joun A. HAErsELER as technical 
and educational consultant, | 
and VIcTOR JURGENS as unit 
producer for the Far East, 
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with headquarters in Bombay. 
Mr. Wingerter resigned last . g 
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the war, he was asssistant in 
charge of the Bureau of Visual 
Instruction at the University 








of North Carolina. 


DA-LITE SCREEN CO., INC. - CHICAGO 39, ILLINOIS 


Dept. Bsa 


According to Mr. de Roche- 
mont, the Your World and 
Mine series will be an inte- REG. U.S. PAT. OFF. 
grated course of educational ee eee ° 4 f 38 Yy 9”? 
films embodying those aspects World x Largest-Selling creen or ea rs : . 
of the world and its people | 5 7 : ; a 
which can best be presented | ~~ q = . 
through the medium of the 
motion picture in sound and 
natural color, The first group 
of 36 is designed for the 
fourth, fifth, and sixth grades, 
with an additional series of | 


- . | 
50 for the high schools. | 





BUSINESS FILM USERS VALUE THE AUDIO-VISUAL PROJECTIONIST'S HANDBOOK 


Comments received from large business users of films and 
equipment who have supplied their representatives and 
dealers with the Projectionist's Handbook 


value in the field. Order copies today at $1.00 each from 
Business Screen, Chicago 10. Write % BOOKSHELF DE- 
PARTMENT, 812 North Dearborn Street, Chicago 10, Ill. 





indicate its 
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WINES: Mission Bell Film Shows 
it “Grapes to Glass” 

7 Grapes To Glass, Mission Bell's 
16mm color production which de- 
picts the operations of a large 
winery, is now available to or- 
ganizations desiring to show the 
film to their members, 

Ihe picture traces the agricul- 
tural development of the fertile 
San Joaquin Valley in Califor- 
nia and follows the grape from 
the planting of the vine through 
the various stages of production 
to the bottling and labeling of 
the finished wine. 


Prints of the film can be ob- 
tained through the Chicago, New 
York, and California branch off- 
ces of K. Arakelian, Inc. 


WAITER SERVICE: Dining Car 
Waiters Get Visual Training 
* Don't Go Upa Tree, a 15-min- 
ute sound slidefilm designed for 
the training of dining car waiters, 
is available for purchase by out 
side organizations from The New 
York, New Haven and Hartford 
Railroad Company, Grand Cen- 
tral Terminal, New York City 17. 
Ihe primary purpose of Don’t 
Go Up a Tree is to create pride 
in the profession of being a din- 
ing car waiter. The film endeavy 
ors to demonstrate that the waiter 
who is kind, polite, courteous, 
and who really knows how to 
properly wait on tables will reap 
a greater return not only in pleas 
ure but also in tips from custo- 
mers. 


SPORTS: Los Angeles Rams Use 
Film Promotion Program 


@ The Los Angeles Rams, who 
joined the ranks of the National 
Professional Football League 
when the franchise was switched 
from Cleveland to Los Angeles, 
are doing a clever bit of promo- 
tion to pep up attendance at their 
forthcoming 1947 games with a 
l6mm film showing action shots 
from their 1946 Ram 
Highlights. 


contests, 


The picture, which was origi 
nally ordered by the Rams’ man- 
ager, was subsequently turned 
over to Helms Bakeries for title 
sponsorship credits. 

Edited and produced by John 
Canady Productions in Culver 
City, California, Ram Highlights 
puts the spotlight on some of the 
Rams’ stand-out performers of '46, 
including Bob Waterfield, ex- 
UCLA All-American quarterback 
and Tom Harmon, Michigan 
backfield ace. Distribution is lim- 
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ited to the southern California 
area. 


FRATERNAL: Order of Eagles 
Program Reviewed in Films 
@ Now in the final stages of pro- 
duction in the Atlas studios in 
Oak Park, Illinois, is a three reel 
film in sound and color being 
produced for the Fraternal Order 
The film will have its 
showing at the Grand 
\erie convention in Chicago this 


of Eagles. 


premier 


fall, according to Lester H. Loble, 
Helena, Montana attorney, who 
is chairman of the public relations 
division of the Eagles, as well as 
being a Past Grand Worthy Presi- 
dent. 

The patriotic and humanita- 
rian works of the order, including 


its baby clinics, youth program, 
and recreational and social activ- 
ities, are portrayed in the film. 


JUDO: Widening Range of the 
Sports Film Now Includes It 


@ Judo, the ancient Japanese 
wrestling art, will be the subject 
for a series of three film shorts to 
be produced for the International 
Judo Association by Audio Pic- 
tures of Los Angeles. 

According to plans formulated 
by Dr. Ferenz H. Fodor, president 
of Audio, and Mrs, June Tegner, 
head of the association, the series 
will be composed of one educa- 
tional film for prospective Judo 
students, another for child audi- 
ences, and a third for general 
audience entertainment. 


FILMS for 
INDUSTRY 


“STEAM PROGRESS” 


Just as history is revealed in the biographies of men who have 
made history, the story of progress in any field of industry is 
revealed in the origin and growth of industrial organizations 
that have made industrial progress. 


“Steam Progress”, 


a Kodachrome sound film, tells such a 


story in depicting the growth of Combustion Engineering Com- 
pany, Inc. and in dramatizing the part this company has played 


in the field of steam generation. 


When deciding to use motion pictures to tell your company’s 
story, it is wise to avail yourself of the complete services of a 
small, compact producing organization with many years’ expe- 
rience in serving the nation’s largest industries. 


LOUCKS: 


245 WEST S85 TH ST. 
MOTION PICTURES ° 


SLIDE FILMS ° 


ORLING 


NEW YORK 
SINCE 


ciTY 
1923 





REEL NEWS: Business Pictures 
That Merit Headline Notice 

@ U.S. Steel took several minutes 
during its Theatre Guild on the 
Air program last month to tell 
of Soil and the South, made for 
its subsidiary, the Tennessee 
Coal, Iron & Railroad Co., by 
Loucks & NorLING Sruptos. 

U.S, Steel is proud of the pic- 
ture, and considers it a welcome 
addition to the story of “The In- 
dustrial Family That Serves The 
Nation.” 

* * * 
@ We got an advance peek the 
other day at a fine new cartoon 
film Tep EsHBAUGH has just com- 
pleted for Whitehall Pharmacal 
on Kolynos Toothpaste. 

A very extensive distribution is 
planned and we'll try to have all 
the dope on it for a good story 
next month. 


* * * 


@ RKO Patne has started pro- 
duction on the first edition of a 
Screen Magazine for farm aud- 
iences, sponsored by the Texas 
Company. 
* . * 

@ The Hawaiian Pineapple Com- 
pany, via N. W. Ayer advertising 
agency, is completing negotiations 
with Jerry Fairbanks Productions 
of Hollywood for a new film pro- 
gram to portray the company’s 
island facilities and operations. 

The production will be a com- 
prehensive treatment, showing 
agricultural, shipping, and can- 
ning processes. 


TRAILER COACH: Schult 
Makes a Full-Color Sales Film 
@ Adventure Ahead, a full-color 
l6mm sound film that traces 
a family’s trailer coach travels 
through the west, is available from 
Schult Corporation, Elkhart. Ind., 
and Schult dealers 
the country. 

The 22 minute film shows the 
family and their Schult “Luxury 
Liner” trailer coach on a scenic 
tour through Bryce Canyon Na- 
tional Park, Grant Teton Na- 
tional Park, Zion, Yellowstone 
and other colorful areas. The 
simplicity of trailer coach travel 
is graphically illustrated in this 
filmwhich includes some good 
outdoor photographic scenes. 


throughout 


* * . 


@ Also widening the trailer coach 
field is the Trailer Coach Manu- 
facturers Association film. Mr. 
Grant Sees the Light, 30-minute 
subject that how good 
trailer parks improve civic profits 
and other values. Distributing via 
Modern Talking Picture Service. 


shows 
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DeVry Sells Film Library; 
to Specialize in Equipment 











@ THe DeVry Corporation, 34 
year old Chicago manufacturer of 
motion picture equipment, has 
disposed of its 16mm film rental 
library to the AMERICAN FILM 
Recistry, 28 East Jackson Blvd., 
Chicago, operated by Mr, Lee 
Robins who is widely known 
throughout the 16mm film in- 
dustry. 

In announcing the transfer of 
the library, one of the largest in 
the nation, to its new owners, 
W. C. DeVry, president stated 
reasons for the sale. 


PRODUCTION SPACE NEEDED 


“First and foremost was the 
urgent need for inc reased manu- 
facturing facilities, Although 
we have just added another floor 
to our main DeVry plant on 
Armitage Avenue, an addition 
that enabled us to practically 
double our productive capacities. 
DeVry motion picture products 
have met with such _ universal 
favor both here and abroad, that 
much more space was needed— 
and at once to take care of these 
orders. The transfer of our film 
library from the DeVry factory 
gives us this needed room. 

“Secondly, we felt that it was 
only a matter of time before the 
DeVry Corporation would have to 
concentrate its vast resources ex- 
clusively to the manufacture of 
its extensive line of motion pic- 
ture products, rather than divide 
its interest between this important 
activity and the handling of the 
rental and sale of 16mm films, 
slides and filmstrips. 

TEACHING FILMs PIONEER 

“When l6mm film was intro- 
duced, DeVry, in collaboration 
with many eminent educators, 
produced a series of 86 classroom 


teaching films, the first available 
to American schools. The 16mm 
film has since proved its worth 
as a teaching medium. A recent 
private survey discloses that more 
and more commercial outlets are 
distributing l6mm film on a 
rental or sale basis to the schools. 
As a result, the need for a manu- 
facturer like DeVry to distribute 
teaching films has passed, 

RECALLS NATIONAL CONFERENCE 

“A like situation existed with 
the National Conference on Vis- 
ual Education, an organization 
originated and sponsored by De- 
Vry to help standardize, develop 
and improve visual teaching 
methods, applications and mate- 
rials. After more than a decade 
of service to the educators of the 
country, this National Conference 
gave way to state and sectional 
group conferences held annually 
in most of the 48 states. 

“The DeVry Corporation will 
henceforth devote its entire facili- 
ties to the manufacture of motion 
picture equipment.” 

* * . 

United Nations Shows First 
Picture: “The Peoples’ Charter” 
@ Nation-wide distribution is 
now being planned for the first 
United Nations Film Board pic- 
ture, The Peoples’ Charter, which 
was recently previewed by the 
Museum of Modern Art in New 
York for members of the National 
Board of Review and the New 
York Film Council. 

The film, which is a two-reel 
documentary showing the birth, 
purposes, and human significance 
of the United Nations, was pro- 
duced by the United Nations film 
unit. In addition to the planned 
distribution in the United States, 
the picture will also be released 
in the near future in’ Canada, 
Latin America, France, and Eng- 
land. It will be available for both 
theatrical and non-theatrical use, 





PRESENT Your Products 
at Lectures and Conventions 

with prepared materials 

on 

ye | 
Visual Cast 
Overhead Daylight Projector 
Draw, write or point to 
details while facing the 


audience in LIGHTED 


room. 


Write today to:— 








VICTORLITE INDUSTRIES 
2414 W. Slauson Ave., Los Angeles 43, Calif. 


National Film Group 
Serves United Nations 


@ Formation of the 
American National 
Film Committee to ad- 
vise and consult with 
the United Nations 
Film Board was an- 
nounced in July. The 
American Committee, 
like the French and 
3ritish Committees al- 
ready organized, will 
work closely with the 
Department of Public 








In Chicago, Visual Cast Projection Equipment is Sold 


Information for Films 


by Henning & Cheadle, 30 North LaSalle Street, and Visual Education. 
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Reid H. Ray Film Industries 

Announced in Corporate Change 
@ A change in the name of one 
of the oldest commercial motion 
picture producers in the coun- 
try has been announced. Since 
1925, when Rem H. Ray pur- 
chased interest in the named com- 
pany, Mills & Bell Motion Pic- 
tures, this company has 
known as RAy-BeLt Fits, INc. 
The firm was originally located 
on University Avenue in St, Paul 


been 


1936 moved to its own 


Ford Park- 


and in 
studio-laboratory on 
way. 


Bel 


With the retirement of Charles 
E. Bell from the company, and 


Retires From COMPANY 


the acquisition of his interests 
by the present management, the 
name of the corporation was 
changed July 1, 1947, to Rew H. 
Ray Fitm Inpustries, INc. The 
film company, which employs 75 
persons, produces advertising, in- 
stitutional and educational mo- 
tion pictures and slide films. A 
division of the firm also sells and 
distributes theatre screen adver- 
tising in ten Mid-West 
Their business is on a national 
scope as many of their clients are 
large Eastern and Mid-Western 
manufacturers, and the camera 
crews travel in at least 22 states 
each year making scenes “ 
tion”, 


states 


on loca- 
During the war years, the 
company produced more than 100 
training films for Government ag- 
encies, 


FouNpDED Back'In 1910 


The original company was 
founded by the late Otto Raths, 
prominent Northwest theatre 
man, in 1910, for the purpose 
of making local newsreels to be 
shown in Mr. Raths’ St. Paul 
Theatre. Mr. Bell was 
employed as a cameraman at that 
time, and until recently has been 
active in the produttion depart- 
ment of the company. In 1921 


Gaiety 


the frm underwent a re-organiza- 
tion when the late W. R. Mills 
bought a portion of Mr, Raths’ 
interests, and the company oper- 
ated for a few years as Raths, 
Mills & Bell. Then Otto Raths 
retired and the firm name was 
changed to Mills & Bell. 

Mr. Ray came to St, Paul in 
1924, and in 1925 took over ac- 
tive management of the compa- 
ny. At that time the company 
became Ray-Bell Films, Inc. 

Ihe present officers and board 
of directors, all active in the man- 
agement of the company, are: 
Reid H. Ray, President; Alice M. 
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i Men 


Who Make Pictures 





Griswold, Secretary; Chas. A. Ny- 
Treasurer; Wm. H. Rin- 
gold, Vice-President. Mr, Ringold 
was appointed to succeed Mr. 
Bell as Vice-President at a recent 
directors’ meeting. 

\ new addition to the plant 
on Ford Parkway, which will add 
6,000 square feet of space, is near- 
ing completion. The new build- 
ing will contain the laboratory 
for two automatic film develop- 
ing machines designed and built 
in Hollywood; four cutting rooms, 


quist, 


two film vaults, printing rooms, 
generator room, screening room, 
and entirely new quarters for the 
Art Department. Sales, Account- 
ing, and Service Departments will 
expand into the space made avail- 
able by the new addition. 
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Art for Business Pictures: 
* We paid a visit to Frank Kul- 
lak and Herb Webb, president 
and vice-president of VisuaL IL- 
LUSTRATIONS, INC., recently. 

With over twenty years exper- 
ience in preparation of photo- 
graphs for reproduction, both 
Kullak and Webb have now de- 
veloped one of the foremost art 
service organizations for produc- 
ers of motion pictures and slide- 
films in the country. 

“Our position in this field is 
simple,” Kullak says. “We take 
over all the art, title and retouch 
problems for producers, and we 
don’t compete with them—we're a 





predetermined result. 


ROCKETT planned Visual 
Programs have become 


missiles of man- 
n obtaining de- 


ROCKETT PRODUCTIONS 


Producers for nearly a quarter of a century of 


BUSINESS MOTION PICTURES+ SOUND SLIDE FILMS 
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FRANK KULLAK 


service organization—completely.” 
“Yes, and to get the most out 
of projection art, you've got to 
specialize in it—there just aren’t 
enough men who know this work 
inside and out in the field today,” 
adds Webb. “That's why we con- 
sider ourselves as really part of 
the staff of our producer-clients,”’ 
Visual 
cludes art 
nical 


Illustrators’ service in- 
titles, cartoons, tech- 
drawings, maps, graphs, 
murals, montage, and the whole 
gamut of services that any pro- 
ducer might require in this line. 
We were particularly interested 
in the retouching section. Kul- 
lak, who is probably the leading 
retouch artist in New York, 
claims that almost without excep- 
tion every photograph for pro- 
jection use will be improved by 
retouching. This is caused be- 
cause dense areas usually take on 
at least 75°, more intensity un- 
der projection and lose all de- 
tail, while light areas just be- 
come a glare upon the screen. 

We pointed out that though 
this might be true, we thought a 
photograph obviously retouched 
was just phony looking. 

“That is because the retouch- 
ing is not done right—it takes a 
light hand and a lot of care,’ Kul- 
lak said, “and as you can see here 
—this projection frame has been 
retouched on the original, but 
I'll bet you can’t tell where.” 

We couldn't. 


* * * 


Ullman Becomes RKO Producer 
@ The big deal completed late 
last month in which Warner 
Brothers purchased the newsreel 
facilities of RKO Parue, Inc., 
was forecast earlier by the resigna- 
tion of president Frederic Ull- 
man, Jr., to become a_ producer 
for RKO. 

Warner's has acquired all as- 
sets and equipment of Pathe’s 
newsreel division, including per- 
sonnel who wish to transfer from 
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RKO Pathe “to Warner Pathe 
News. The transaction does not 
include commercial films, short 
subjects, studio or other activi- 
ties not connected with the news- 
reel. 

Local rumors forecast much in- 
creased activity in the commer- 
cial line as a result of the reorgan- 
ization. 

* * * 
@ In order to better identify the 
activity of its transcription de- 
partment, Columbia Records, Inc. 
has named it CotumBiA TRANs- 
CRIPTIONS, and has established it 
as a separate division of the par- 
ent company, it was announced 
recently by Robert J. Clarkson, 
General Manager of the division, 

At the same time, William A. 
Wheeler, former sales representa- 
tive for World Broadcasting Sys- 
tem, was appointed manager of 
the Hollywood office. 


Columbia Transcriptions is a 
commercial service which for the 
past seven years has been record- 
ing broadcast transcriptions for 
ad agencies, library services and 
radio production companies. A 
more recent but increasingly im- 
portant operation of the division 
is the production of slidefilm 
transcriptions. 
* * . 


@ Fitm Counsevors has signed 
with two new clients, both trade 
associations, for research and 
counsel on film problems. E. R. 
Murkland, former war-time Sig- 
nal Corps writer-director, has 
been engaged in a research capac- 
ity. 





Max Lasky 


(left) and David 
Quaid (at the camera) use the 
new 16mm Zoomar Lens (see be- 
low) . 

@ Davin Quam, at the camera, 
and Max Lasky, director, appear 
in the picture on this page taken 
at the Gruen Watch factory in 
Cincinnati, using the new 16 mm 
Zoomar lens. The recent “‘can- 
did” scene marks the final shot 
of a new Gruen picture, which is 
a dealer-instructional film on the 
proper method of cleaning watch- 
es. This series is probably the 
first “candid” sequence of the 
lens in use. 

The | lever works the 
“zoom” effect is being operated 
by Mr. Lasky. In the rear, or 
“down” position, the lens is at 
the close-up stage. The scene 
shows a watchmaker who has just 
disassembled, cleaned, and _re- 
assembled the watch. As he puts 
it to his ear with a smile of satis- 
faction, the 


which 


camera goes into a 

big close-up. 
Now being shown at trade 
meetings and conventions with 


a good response, the film was pro- 
duced for Gruen by FILMs For 
INDUSTRY, a a 





Sound recording studio, 
equipment . 
prints 


. Processing . . 
Release prints 


16mm. Producers Laboratory Service 


latest Maurer the 
. Work 
. Titles. 


General Pictures Productions, Inc.| ani », 
Dept. B, 621 Sixth, Des Moines, lowa 


@ ALFRED Y. 


supervisor 


LYTLE, 
of the mo- 
tion picture bureau of 
Aetna Life Afhili- 
Companies, has 
been engaged as a tem- 
porary special consult- 
Pan American 
World Airways. Lytle 
is on leave of absence 


ated 








SEEING THE UNSEEN 


Through Micro Motion Pictures 


Secrets of life, blood flow, cell division, 


granted by Aetna to 
help make a film on 
the folk arts, transpor- 
tation systems and scen- 
ic highlights of Central 





growth of tissue, dig 





TO YOUR PRODUCTIONS 


Ask for Booklet 





germs and molds in action, inside stories 
of foods during cooking and baking, 
cleansing action of soap, perpetual mo- 
tion of ultramicr. Particles in liquids and 
air, dust, inside a drop of motor oil be- 
low freezing, texture of textiles, struc- 
ture of materials, chemical reactions, etc. 


For Education and Promotion 


MICRO SCENES ADD INTEREST 


RO LAB Sandy Hook, Conn. 
Phone: Newtown 581 


American countries. 
A member of Aetna’s 
bureau since its incep- 
tion in 1940, he has 
been its supervisor 
since November, 1944. 
To his credit are a 
number of educational 
films, including such 
subjects as home and 
highway safety. 
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MOVIE - MITE 


16 mm. Sound-on-Film Projector 
PORTABLE—Weighs only 27} Ibs. complete. 


Single case contains: Movie-Mite 16 mm. 
sound projector, desk top screen, speaker, 
cords, take-up reel . . . and still has ample 
space for spare lamps, etc. 


Extremely compact; only slightly larger 
than a portable typewriter; approximately 
8x12x15 inches in size. Ideal for small group 
showings. Larger size standard screens may 
be used for larger groups. 


STANDARD FEATURES—Plainly marked film 
path makes threading easy. Only one mov- 
ing part need be operated in entire thread- 
ing. Show can be on screen in less than 
three minutes. 


One electric plug completes all connections 
to projector. Cords, permanently wired to 
speaker, cannot be lost. 


Reel capacity 2000 ft. Reel arms slip into 
accurate sockets ... Fast power rewind... 
Adjustable tilt . . . Quickly adjusted framing 
device . . . Utilizes a single, inexpensive 
standard projection lamp for both picture 
and sound projection. No separate exciter 
lamp necessary .. . case of durable ply- 
wood ... Leatherette covered . . . Universal 
A.C. or D.C. 105-120 volt operation . . . no 
converter necessary. Mechanism cushioned 
on live rubber mounts for smooth, quiet oper- 
ation . . . entire unit made of best quality 
materials and precision machined parts. 


See your Industrial Film Producer 
for demonstration and delivery information 





Write for 
Interesting 
Folder 


“It Makes 
Sense” 





A Truly Mechanical BRIEF CASE for Your Salesmen, Now! 
And at LOW COST —with 
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THe Reeves SOUND Struptios at 304 
East 44th Street. 
Beaux Arts Institute of Design 
this building has been remodeled 


EASTERN NOTES 


@ Reeves SOUND StTupDIos, long a 
fixture at 1600 Broadway, has 
moved to a new building at 304 
Fast 44th Street, 

Reeves new studios now o« 
cupy all five floors of the forme1 
Beaux Arts Institute olf 


and include 


Design, 
facilities for sound 
recording on film (both 16mm 
Western Electric and 


radio 


and 35mm, 
RCA) 


cutting, and television. 


transcription, cise 


Reeves will offer its clients 
not only complete sound facili 
ties but also shooting stages, cai 


pentry shops, make-up rooms and 


other paraphenalia fon photo 
graphic use, 

> a > 
@ PREVIEW THEATRE, INC. ol 


which Reeves is a partner, has 
recently purchased 245 West 55th 
Street, long the home of many 


companies in the film business. 


W. B. Gulette, president ol 
Preview, plans to remodel about 
half the building for his own 


use, and lease the rest to present 
tenants, 

Du-Art 
Labs and Loucks & Norling Stu 
dios came in on the building deal 


It is understood that 


alter Preview’'s pure hase. 

. > > 
@In_ the from 
1600 Broadway (Reeves, Preview, 
etc.) which was 


general exodus 
recently put 
chased by Loews, Inc., can also be 
listed BoNpeD Fitm Srorace Co., 
which has announced plans for 
two new buildings on west 43rd 
strect between |llth and 12th ave 
nues. One, a 12 story edifice, will 
house film exchanges and others 
in the trade, while the other, 3 
stories, has 180 film vaults. 
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Formerly the 


Men Who Make Pictures 


New York Personalities: 








been associated with Fits, INc. 
Hartley for more 
returned announced his resignation from 
from the West Indies, Guatemala the position of Vice President in 
Charge of Operations. 


@ Irvine Hartey, of than eleven years, has 


Productions, recently 
and Mexico where he photo- 
graphed scenes and recorded track 


Ale. WESTERN ROUNDUP 


for two new Pan-American 
ways films—Wings To Guatemala 
and Mexico and Wings Over The 
Caribbean 





@ Jack W. Carnrick, who is in 
charge of sales activities for RKO 
PATHE $ branch office, 
has become a Director of the 
Executives’ Club of Chicago. 


scheduled to be re- 
leased in September. anys 
Chicago 


* * * 


@ Erwin H, Ezzes, who has been 
in charge of Branch Operations 
for Unrrep Worup Fits, INc., @ G. W. Wryvpe-Brown, noted 
cameraman from South Africa, 
has been delegated by TELEFILM, 
Hollywood, to newsreel 
shots in Durban, South Africa, for 


DiPierrRo, who has the 16mm studio's television reels. 


since its inception, has been ap- 
pointed manager of the company’s 
Non Cheatrical 
Film Division. 


®@ ALFRED 


Entertainment shoot 











sd Soe of 000 Sa Fat is 
® Lab Capacity of 112,000 ihe 4. 


Especially equipped 
fo make... 


Large quantities of prints! 


Color Prints with Optical Effects! 








Hans A. ERNE 


Florez Names Executives 

@ Hans A. Erne has been ap- 
pointed vice-president of FLoREz, 
Inc., Detroit, Michigan, accord- 
ing to an announcement by G. A. 
FLorez, president and chairman 
of the board. 

On completion of his work in 
the Detroit area as Director of 
Visual Education for the Develop- 
ment of Vocational Training for 
War Workers, Erne rejoined the 
Florez organization in 1944. He 
is an account executive on the 
following accounts: The Eureka 
Division of the Eureka Williams 
Corporation, The Nash Division 
of the Nash Kelvinator Corpora- 
tion, and the Gulf Oil Corp. 





H. ALLEN SMITH 


@ H. ALLen SmirH has joined 
Florez, Inc., Detroit, in an edi- 
torial capacity, The move marks 
a return to his home town after 
an absence of some seven or eight 
years during which time he was 
associated with Henri, Hurst and 
McDonald, Incorporated, of Chi- 
cago and the Gardner Advertising 
Company of St. Louis. Previously, 
Mr. Smith was advertising mana- 
ger of the home furnishings di- 
vision of the J. L, 
pany in Detroit. 


* * * 


Hudson Com- 


@ JOHN ZieGLER, former western 
sales representative for J. D. 
WRATHER PropuctTioNns, has joined 
JOHN SUTHERLAND PRODUCTIONS in 
a similar capacity. 
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MEN WHO MAKE PICTURES 


@ Remy Hupson, who has re- 
signed his position as president of 
Eppre ALBERT PRODUCTIONS, an- 
nounces the formation of his own 
commercial producing company, 
Hupson Propuctions, LTp. 

Associated with Hudson in the 
new enterprise is Epwarp L. KoeE- 
NIG, formerly an account execu- 
tive with Honic-Cooper advertis- 
ing agency, who, as vice president, 
will be in charge of sales and ad- 
vertising for Hudson Productions. 

Also making the shift with 
Hudson is Boyp CorreLL, previ- 
ously on the writing staff of Albert 
Productions, who will occupy 
duties in charge of research and 
script development for the new 
company. 

Two films are reported in pro- 
duction by the new organization, 
one for the Illinois Tool Works 
and another for the Sister Kenny 
Foundation. 


TYPE TITLES 


... built up to a STANDARD 
not down to a PRICE 
THE KNIGHT STUDIO 


Type Titles for Motion Picture 
and Slidefilm Producers 


341 E. OHIO STREET - CHICAGO 11, ILL. 











For 16mm. Film — 400 to 2000’ Reels 
Protect your films 
Ship in FIBERBILT CASES 
Sold at leading dealers 


a 


Dnly original Fiberbilt Cases 
bear this 


TRADE SHIPPING MARK 
CASE 
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@ Watson Jones, who has been 
active in Hollywood for the past 
seventeen years in the sales and 
installation of RCA equipment in 
leading studios, has been appoint- 
ed manager of RCA’s HOLLYwoop 
FitM RECORDING SALES. 


Zenn Kaufman Switches to 
Philip Morris from Calvert 

@ ZeNN KAUFMAN has been ap- 
pointed merchandising director ol 
Puitip Morris & Co. Lrp., effec- 
tive on August 1, according to an 
announcement made recently by 
Atrrep E, Lyon, president of the 
company. 

Mr. Kaufman was former] 
merchandising manager of Cal- 
vert Distillers Corporation, and 
prior to that was associated with 
Lennen & Mitchell, Inc. He has 
been active in the use of films 
for dealer and sales promotion 
purposes in recent years. 


Muntz-Shore Productions 
Are Organized in Hollywood 


@ A newcomer in the lists of com- 
mercial film producers is MuNtz- 
SHORE Propuctions, Hollywood. 

Headed by Earl Muntz and 
Michael Shore, the new firm ex- 
pects to apply to motion pictures 
the principles of attention-catch- 
ing advertising learned in promo- 
tion of Muntz’s. used car business 
in southern California. 

Muntz is the same “Madman” 
Muntz who skyrocketed to promi- 
nence as the chief exponent of 
wacky advertising in this land of 
screwball promotion. Together 
with Shore, who guided his well- 
known advertising and publicity 
campaign, Muntz built a several 
million dollar business in just 
few years. 


a 


Turning their attention to busi- 
ness-sponsored motion pictures, 
the team promises new concepts 
and developments in production 
and treatment of films, and a 
wholly new distribution method, 
not yet unveiled, 

First productions on the slate 
for Muntz-Shore are a series of 
films for Kaiser-Frazer. Muntz is 
the southern California distribu- 
tor for the new auto firm. 

Production is scheduled to 
begin soon in the newly recon- 
structed studio owned by Muntz- 
Shore. The studio, one of the first 
Hollywood film stages, has been 
converted for sound productions, 
and will be fully equipped with its 
own sound system, offices, lab- 
oratory, machine shops, dresssing 
rooms, etc. The stage is 77 by 105 
feet with a grid 38 feet high. 


ae ee 


CONVINCING TESTIMONY 
TO S.VE. SUPERIORITY | 








~~. Manufacturers of sound slidefilm units know th« 


P necessity of having a completely reliable projector 
in their equipment . . . a projector proved by time 
and built to meet the most exacting projection 
requirements. That’s why leading sound slidefilm 
unit manufacturers use 8.V.E. projectors exclu- 
sively. S.V.E. projectors have been America’s 
preferred projectors for 28 years . . . incorporate 
many exclusive features that assure maximum 


picture brilliancy, and easy, dependable operation. 


Whatever your projector needs, as part of sound 
equipment or for showing silent double- or single- 
frame filmstrips and 2” x 2” slides . . . be sure you 


get an S.V.E. Consult your dealer or write direct 


for full information. Address Dept. 835H. 





projectors are used 
in the Magnavox, 
Operadio, and 
other sound 
slidefilm units. 


SOCIETY FOR VISUAL EDUCATION, INC. 


A Business Corporation 


100 East Ohio Street Chicago 11, Ill. 
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@ With the three 
new regional representatives to its 
staff, AMPRO 
Chicago projector 


addition of 
sales CORPORATION, 
manufacturer, 
sales 


is continuing a expansion 


program designed to give the 
company’s dealers more intensive 
personal assistance. 

Lou H. Watters is the Ampro 
sales representative for the South 
Western Division. He has had 
38 years of experience in the in 
dustry. 10 of 
with the Lears 


Co, of St. Louis 


which were spent 
Theatre Supply 


He joined Na 


tional Theatre Supply Co. in 
1926 and was later appointed 
manager of this firm’s Drive-In 


Theatre Dept. 
dent and 


He became presi 
manager of the Cine 
Supply Co. of St. Louis in 1945, 
an RCA 
there until 
June Ist. He 


agency, and remained 


joining Ampro on 


has been an active 


member of the SMPE for many 
vears. 
GeorGce |. SCHECTMAN is now 


Ampro sales 


representative fon 
the mid-western division. His 
background in the industry cov 
ers over 15 which 


were spent with the Central Cam 


years, 10 of 


era Company of Chicago as store 
manager. He is the founder and 


past director of the 


Chicago 
School of Photography and _ has 


conducted 


many lectures and 


demonstrations before classes, 
gaining particular recognition in 
the field of photographic 


processes. He is 


color 
active 
Pho 


also an 
member of the Biological 


tographers’ Association. 


JAMES J. GRAVEN, new \mpro 
sales representative for the Cen 
tral Division, has had over ten 
years of experience in the indus 
try, five of which were spent with 
distributors and manufacturers of 
optical equipment. He then be 
came associated with Motion Pix 
ture Engineering Corporation, a 
subsidiary of General Precision 
Equipment Corporation, where he 
has served until his recent trans- 


fer to Ampro. 





PRODUCERS! 
Writer Available 
Girl writer, experienced in 16mm 
field, available for script re 
search, catalog editing, film pro 
motion. Full time, or free lance 
New York. Phone SChuyler 


1-7462 or write to 
Box 99 
BUSINESS SCREEN 
812 N. Dearborn St. 
Chicago 10, Hlinois 
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Business Screen EXECUTIVE 





AMPRO NAMES 3 REGIONAL SALES REPRESENTATIVES 


Lou H. WALTERS 


Sieburg is RCA Plant Manager 


@ DonaLp K. SEIBURG, 


RCA 


appointed 


with 


associated 
1938, has been 


manager in 


since 
plant 


JAMES J]. GRAVEN 





GEORGE SCHECTMAN 


charge of Manufacturing of 16- 
mm Motion Picture Equipment, 
Theatre Equipment, and Test 
and Measuring Equipment in the 


G 4 Rov a 


fo 


LIGHTING: 1 


r 


QUIPMEN I 


a full line of 


Incandescent and Arc Lamps 


Cables 


Boards — Boxes 


and Acc CSS¢ ries 


for the Feature 


Industrial 


Teltrerteleremelan @elilaceria aaseltiags 


MANU FAC 


of 


-TURERS 


ROSSLITE INKIE EQUIPMENT 
Eastern Distributors for 


MOLE-RICHARDSON CO. 


and 


BARDW ELI 


Holly wood : ’ 


RENTALS - 


& McALISTER, INC. 


California 


Your requirements for interior 


lan acaulelam (oer leslie el «aime tae 


of to the last 


SAI 


detail. 


SERVICE 


eebbenenae 


ES ° 


harles Ross, Inc. 


433 West 52nd Street 


New York 19, N. Y 


Circle 6-5470-1 





Engineering Products Depart- 
ment of RCA Victor Division, 
Radio Corporation of America. 


Bell & Howell Acquires 
Microfilm Recording Company 
@ J. H. McNass, president of the 
BeLt & Howe.tt Company, Chi- 
cago, announces the purchase of 
the MicroritmM REcoRDING Com- 
PANY, 221 N. LaSalle Street. The 
transaction became effective Au- 
gust I, 1947. 

Bell & Howell's microfilm sales, 
service, and repair departments, 
and processing laboratories were 
moved August 1, to Suite 548, 
in the LaSalle-Wacker Building, 
the quarters now occupied by the 
Microfilm Recording Company. 
All microfilm equipment manu- 
factured and sold by Bell & How- 
ell will be marketed under the 
trade name, “Micro-Filmo” 


Stanley Bracken to Become 
W.E. President on Sept. 30 

@ STANLEY BRACKEN, executive 
vice-president of Western Elec- 
tric, will step up to president, 
succeeding Clarence G. Stoll, when 
the latter retires on September 
30, after 44 years with the com- 
pany. 


Berndt-Bach Corporation is 
Announced in Name Change 

@ Announcement of a name 
change has recently been made 
by the E. M, Berndt Corporation, 
manufacturers of Auricon sound 
camera equipment, New name of 
the organization is BeRNpT-BACcH, 
INCORPORATED. 

WALTER BACH, whose name is 
added to the corporate title, has 
been with the company for four- 
teen years, having started with 
Berndt in New York soon after 
he began manufacturing 16 mm 
sound and camera equipment. 

Berndt-Bach will continue to 
do business as before in the manu- 
facture and distribution of Auri- 
con equipment. Only change is 
in the corporate name and joint 
management structure. 





Available Immediately 


A Group of 
Reconditioned 
16mm 
SOUND PROJECTORS 
Not Surplus from Armed Forces 


Exceptional Prices 


Write Box 98 
BUSINESS SCREEN 
812 N. Dearborn St. 
Chicago 10, Illinois 
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Russell Yankie is Appointed 
NATCO Educational Director 


@ Russert H. YANKIE, NATCO 
southern district sales manager, 
has been promoted to the posi- 
tion of Educational Director for 





RusseLt H. YANKIE 


Natco motion picture projector 
equipment. In addition to his 
duties as educational executive, 
Mr. Yankie will continue as 
Southern District Sales Manager 
for Natco, 


New Standards Are Announced 
for Lantern Slide Fields 


@ A subcommittee of the Amer- 
ican Standards Association Sec- 
tional Committee on Standardi- 
zation in the Field of Photogra- 
phy has issued a proposed stan- 
dardization of dimensions for in- 
termediate and larger lantern 
slides for projecting pictures onto 
a screen. 

The proposed standard, which 
is scheduled to undergo a year’s 
trial and criticism, provides di- 
mensions for 234 x 234-inch and 
4 x 5-inch slides, 

Copies of the Proposed Amer- 
ican Standard Dimensions for In- 
termediate and Larger Lantern 
Slides, Z38.7.18, can be obtained 
from the American Standards As- 
sociation, 70 East 45th Street, 
New York City 17. 


Max R. Klein Opens Chicago 
Office as Audio-Visual Specialist 


@ Max R. KLEIN, well-known fig- 
ure in the audio-visual educa- 
tional field, is now operating as 
industrial and educational audio- 
visual aids consultant in his own 
office at 27 East Street, 
Chicago 3. 


Monroe 


Klein, former Director of Vis-. | 


ual Education of the Cleveland 
Public Schools, is also serving as 
manufacturers’ representative of 
a line of audio-visual aids and 
equipment. He recently resigned 
from an executive position as 
sales manager of Optron, Inc. 

His sales office will handle a 
photographic viewer, play back 
units for recordings and trans- 
criptions, recorders, exclusive dis- 
tribution of a portable welder, 
some school publications. 





BETLEY 


MATHEW Jf. 


Radiant Names Betley as 
New Plant Superintendent 


@ Matuew J. Betvey has been 
appointed plant superintendent 
of RADIANT MANUFACTURING Cor- 
PORATION, Chicago. In his new 
position he will have full responsi- 
bility of production, service, and 
personnel, 

Betley has served in similar 
executive capacities for more 
than thirteen years, having pre- 
viously been associated with the 
Tractor Division of the Auto- 
matic Products Company of Mil- 
waukee, the Belmont Radio. 








I AN EXCITING NEW CONCEPT IN PRODUCTION AND DISTRI- 
BUTION OF 16MM COMMERCIAL AND EDUCATIONAL FILMS 


MUNTZ 
MAKES 
MOVIES 


MUNTZ-SHORE PRODUCTIONS: 6425 HOLLYWOOD BLVD 
HOLLYWOOD 286 





CALIF 
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A New 
Picture 


To Meet A New 
Sound Stide-film Need 


THE PROBLEM: 


With color film coming into general use, the projectors usually 
found in small machines are not powerful enough. 


phone 


And users become more exacting after experience with the small 
equipment. They want more illumination, even for black-and- 
white films. 

And yet they don’t want to carry big machines where big capac- 
ity is not needed. 


THE SOLUTION: 
The New Picturephone — Model J3 — is a small size machine 
with a 300-watt projector. A little heavier, of course, but light 
enough to get around with. 
It has all the qualities of our smallest machines — even distri- 
bution of sound — AC-DC amplifier protects against instant dam- 
age from plugging into direct current — super quality of sound 
— eight records carried and protected against warping, breaking, 
and dirt — built-in shadow-boxed screen — tone control — 20- 
foot cord safety switch — elevator — projector in the only 
convenient location — completely enclosed case 
And, our auxiliary 12-inch speaker can be plugged in, making J3 
into a big size machine, with the speaker up front. and capacity 
for several hundred people. 

THE NEW J3 PICTUREPHONE 
Gives you 300-watt illumination for all your showings. 
Is larger than a senior size machine for your showings before your 
larger groups. 


We manufacture the only complete line of Sound 
Slide-film equipment on the market. Write us. 


0. J. McClure Talking Pictures 


111544 WEST WASHINGTON BOULEVARD 
CHICAGO 7, ILLINOIS 
Telephone CANal 4914 
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THE BUYER’S GUIDE 





Cie. WE P 


WODUCTTS 


tO THE LATEST IN AUDIO-VISUAL EQUIPMENT 

















@ The new postwar RCA l6mm 
sound motion picture projector, 
radically new in design, equipped 
with new operational features, 
and lighter in weight than any 
previous standard-size 16mm 
sound projector, has been an- 
nounced by the RCA l6mm Mo 
tion Picture Equipment Section. 

Weighing only 39 pounds and 
newly styled and engineered 
throughout, the widely-heralded 
new RCA “400” projector was in 
troduced in conjunction with the 
Sixteenth Anniversary of l6mm 
Sound celebrating RCA’s develop 
ment of the first 16mm sound-on- 
film projector in 1931, According 
to Mr. Swisher, Manager of th 
l6émm Moton Pcture Equipment 
Section, the RCA “400” will be 
the object of one of the most 
comprehensive promotional cam 
paigns in the history of the com- 
pany'’s 16mm activities, 

\ material reduction in th 
overall size of the new projector 
was accomplished by the use ol 
a new “L” shaped amplifie 
mounting. Styled with a striking 
blue-green hammertone finish, the 
unit embodies the results of 16 
years of RCA research in the 
l6mm field. Two models will 
be available, one providing both 
sound ‘and. silent speeds, the 
other, sound speed only. 

Among the new operational 
features of the projector is a new 


tilt-wheel which permits rapid 





RCA’s Mopet “400” 16MM souUND 


MOTION PICTURE PROJECTOR is of 


radically new design and combines greatly simplified operation with a 


marked reduction in weight, 


A direct descendant of the first lomm 


sound projector, introduced by RCA 16 years ago, the new projector 
includes many features previously found only on professional models. 


raising and lowering of the pro 
jector by fingertip operation of 
a small dial. A second new fea- 
ture, formerly found only on pro- 
fessional theatre projectors, is 
“theatrical type” framing which 
adjusts the position of the film 
in the gate without moving the 


aperture plate, 


he well-known RCA “simpli- 


fied film path” design is incorpo- 





OpeRADIO EXPLAINETTE EDUCATOR, 


new 12-watt sound slidefilm unit 


with microphone input, Projects strip film or slides, has two-speed 
turntable and can be used as regular public address system. Made by 


Operadio Mfg. Co., St. Charles, IIl. 
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rated in the new projector, with 
a wide-swinging film gate, “cush- 
ion-action” sprocket shoes, and an 
embossed guide line for easy 
threading. Rewind of film is an 
automatic operation and does not 
require changing reels. The RCA 
“even tension” take-up, which 
maintains the proper tension on 
the film regardless of the amount 
of film on the reel, has been 
further improved in the new 
model. 

Newly designed, the powerful 
four-stage amplifier in the projec- 
tor delivers a full 10-watt output 
at less than five percent distortion 
throughout the l6mm_ recording 
range. Also of new design is the 
“400” speaker, utilizing the super- 
sensitive RCA MI-6333-B mech- 
anism, which is engineered to de- 
liver an optimum of high quality 
16mm sound reproduction regard- 
less of speaker location. A rubber 
gasket around the speaker case lid 
assures an acoustical fit for the 
cover, eliminating the the “barrel” 
effects caused by loosefitting 
covers, 





WATCH FOR THE GUIDE! 





1,000-Watt Still Projector 


New Golde All-Purpose Unit 


@ The new Gotpve Double-Blow- 
er-Cooled 1000 Watt All-Purpose 
Projector, which handles every- 
thing from 314 x 4 down to 2x 2 
(35mm) slides plus single and 
double filmstrips, is now avail- 
able for immediate delivery from 
the Golde Manufacturing Com- 
pany of Chicago. 

One of the features of the new 
projector is a front blower which 
directs a stream of cold air over 
the small slides or filmstrips be- 
ing used. Other features include 
a spiral focusing thread, which 
permits critical focusing to hair- 
line sharpness; easily removable 
lens, to facilitate cleaning; low 
center of gravity on base, to pre- 
vent shaking or tipping; rubber 
base legs, to prevent surface 
scratching; positive tilt control; 
ground and polished condensing 
lens plus heat absorption filter; 
and a heat-proof pre-focus socket, 
for aligning filament on correct 
optical axis. 





The Film Defect Indicator 


[T&H Film Defect Indicator 


@ In an attempt to control the 
discomfort that motion picture 
audiences experience when a film 
showing is interrupted, the Bell & 
Howell Company has placed a 
new Film Defect Indicator on the 
market, designed for rapid and 
thorough mechanical inspection 
of 16mm sound and silent film 
porforations. 

The new product, entirely dif- 
ferent from a similar device of- 
fered before the war, is so con- 
(CONTINUED ON PAGE 44) 
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Montgomery Ward's Current 
Visual Retail Training Program: 





(CONTINUED FROM PAGE TWENTY-NINE) 
extremely small office-warehouse to the present 
organization which employs more than 80,000 
people. 

3. The Managers’ Meeting Guide 

The Managers’ Meeting Guide is an in 
formal outline and accompanies each sound 
slide film. The guide: 

a. Gives a time allotment for the meeting 
and divides the meeting time into four di 
visions of subject matter. 

b. Provides appropriate opening remarks 
for the meeting chairman. These remarks can 
be read; they can be used as an outline; they 
can be used as a guide for an 
troduction, 


“ad lib” in 


c. Tells when to show the film. 

d. Provides discussion topics and questions 
for each meeting. 

e. Gives a summary of the present film and 
a preview of the next film. 

f. Prompts a “thank-you” to the members 
of the group for their attention, interest, and 
cooperation, 

g. Reminds the instructor to give each per- 
son who attended the meeting a copy of the 
related training booklet. 

Thus in five or six pages you are provided 
with all the details needed for a successful 
meeting. Every detail is worked out for the 
busy manager; the manager who does not like 
to speak in public; the manager who would 
otherwise forget small but important items 


that make or break a sales training meeting. 
4. Employee Meeting Booklet 

Each sound slide film is supplemented not 
only by a Meeting Guide, but also by a book- 
let for employees. These booklets are pocket 
size with attractive covers, and have a clearly 
printed message which is easy to read. The 
content is brief and pointed. The booklets 
bear the same titles as the films and then 
content is taken from the film message, This 
close relationship between film and booklet 
provides greater learning values. In other 
words, after seeing and hearing the film in- 
struction, the employee has the added oppor 
tunity of reviewing the film content, re-living 
the film experiences, repeating the message 
through the printed word. The booklet be 
comes a “take-home piece” for ready reference 
for a long time. 

5. Training Manuals 

In addition to the “take-home” booklet that 
supplements each film there are training man 
uals. These training manuals are factual in 
nature and designed 
effectiveness and productivity, 

The first of training manuals is: 
“Guide for Training Retail Store Employees.” 
This manual is a guide to the entire training 
plan and is basic reading for all Ward store 
managers. There are also operating manuals, 


to promote personal 


these 


manuals for assistant managers, merchandise 
information manuals, department head man 
uals, service manuals, manuals for office jobs, 
and manuals for salespeople. These manuals, 
as well as the sound slide films, are part of 


the training library of each store. 


WANT MAXIMUM PROFITS FROM YOUR PROCESSOR? 





Successful 
TRAINING FILMS 


Require 
— Specialized Writing Knowledge 


— Specialized Production Experience 


for proof that 
DEPICTO FILM 


gets results, check with: 
Johns-Manville Corp. 
Singer Sewing Machine Co. 
Lily-Tulip Cup Corp. 

E. R. Squibb & Sons 
The New Haven R. R. 
Nedick’s Inc. 
Empire Crafts Corp. 
Robert Reis & Co. 
Gregg Publishing Co. 
Remington Rand Inc. 
National Coal Association 
Westinghouse Radio 











245 West 55th Street 
New York 19, N. Y. 











The film developing machine that will earn you 
the biggest profits—or save you the most 
money —is the one that operates longest and 
smoothest with the least attention. And once 
you compare it with any other you'll agree 
that Fonda is that machine... processes any 
type film: 35mm, 16mm, color, black and 


white, positive, negative, reversal or microfilm. 
For comparison purposes send now for your 
complimentary copy of the new illustrated 
booklet giving complete details of the Fonda 
Film Processor. 

Address Fonda Division, Solar Aircraft Com- 
pany, 2212 Pacific Highway, San Diego 12, Calif. 
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\ SARRA, Inc. 


\ NEW YORK 





@ To the National Safety Council and Railway Express Agency, our 
appreciation for the opportun'ty to produce four awerdy 


of them 


"O:cars" 











Adaptations of All-Purpose Model 
from basic GoldE units which 
may be purchased individually. 


— among this year's outstanding films for safety. 


ek hy yl Nad 


Gives you Everythi Eee 


ANOTHER 


FIRST 


DOUBLE 






BLOWER COOLED 


for Safer, More Brilliant Projection 


GoldE ALL-PURPOSE now brings you 
unmatched versatility in high efficiency, 
long range projection of color and black 
and white slides plus filmstrip. More 
light per watt... yet cooler! Attractively 
priced. Immediate delivery. 


Write for Bulletin No. 473 
GoldE Manufacturing Co. 


1220-B W. Madison Street, Chicago 7, U.S.A. 








NEW PRODUCTS: 


(CONTINUED FROM PAGE 42) 
structed that as the film is wound 
through the machine, the perfora- 
tions are mechanically inspected, 
and when a broken or damaged 
perforation is encountered, a 
warning light calls the attention 
of the operator to the imperfec- 
t10n, 

The Indicator may be removed 
from its base and mounted on a 
Bell & Howell Filmotion Viewer 
base, thus combining the Indi- 
cator and the splicer in one unit. 
The new device is fitted to take 
the standard Bell & Howell con- 
necting rods and may be used be- 
tween Bell & Howell Heavy Duty 
Rewinds. The exterior of the In- 
dicator has a brown wrinkle 
finish. 





Griswold Line to Neumade 


@ The appointment of NeEuMAp! 
Propucts CORPORATION, New 
York City, as sole and exclusive 


distributors of the widely used, 
lifetime GriswoLp splicers for 
8mm., Il6mm., and 35mm. _ has 


been announced by L. E, Jones, 
manager. ‘The Griswold 
splices silent or sound film quick- 
ly and accurately. 


sales 


New Equipment at NAVED 

@ Hundreds of dealers and dis- 
tributors who visited the National 
Association of Visual Education 
Dealers’ trade show August 3-6 
in Chicago saw the widest range 
of products ever exhibited, from 
slide projectors to television. 

Arcadia Company 
Shows New Viewer 


TRANSIT TRAINING: 


(CONTINUED FROM PAGE 28) 
together, several distinct causes 





stood out in relation to the basic 
problems, Also the interrelation 
of the two problems was much 
clearly defined. Without 
regard to order of importance, a 
few of the findings were: 


more 


1. Greater emphasis needed on 
employee orientation with special 
attention on the job requirements 
and future offered. 

2. Need for increased standardi- 
zation of procedure among in- 
structors and in operational meth- 
ods taught. This was responsible 
for perpetuation of a number of 
unsafe and hazardous practices. 

3. Weakness in individual 
teaching abilities and methods. 

4. Need safety 
covering all employees. 


for campaign 

From the survey a critical anal- 
ysis of the entire training pro- 
gram was made and a proposed 
film program drawn up, setting 
forth where, and how the 
application of films would do a 
more effective job. A 


why 


tentative 
outline was made for each pro- 
posed 
film. 


slide 
the 
use of other supplementary visual 


motion picture or 


Recommendations on 


media, and specific suggestions 
with regard to other problems en- 
countered included. This 
was then submitted to the Tran- 


were 


sit Lines by Belmont Pictures. 
It was at this point that the 
value of and need for such a thor- 
ough study became most apparent: 
1. The Lines had a 
clear understanding of the speci- 


Transit 


fic relation of films and other vis- 
ual media to their problems. 

2. The producer had a clear 
understanding of the training 
problems of the company to which 
he was to apply his specialized 
abilities in visual programming. 





@ THe COMMANDER, a 
new hand-operated il- 


en! 


luminated viewer 
which shows double- 
frame Kodachrome 


strips, is now available 


Nz 
we 4 


~$ ~ PRODUCTION AND 


Special Buys in 


PROJECTION EQUIP. 


Buy @ Sell @ Exchange 





from the Arcadia Man- 


"}L_35MM CAMERAS | Bell & Howell, Wall, 





ufacturing Company, 


Eyemo, Arrifiex, Cineflex, Akeley, Mitchell, 


all types. 





Chicago. Originally de- 
signed as a handy edi- 


16MM_CAMERAS | Berndt, Maurer, Filmo, 





ting device for the 
amatuer, this well-de- 
signed plastic unit has 
a double battery com- 
partment. Size is slight- 
ly larger than 
packs of cigarettes. 


two 





Auricon, Cine Special, Bolex, Victor. 
EVERYTHING FOR STUDIO & LABORATORY: Lights, 


Booms, Dollies, Lenses, Background Process, Moviolas, etc. 
Send for Bulletin Sturelab showing thousands of good buys. 


§.0.8. CINEMA SUPPLY CORP. 


Dept. BS, 449 West 42nd St., New York 18 


Mikes, 
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3. The specific needs for film 
treatment had been determined, 
insuring the creation of films, 
each with a definite objective and 
purpose, 

The Transit Co. and producer 
together were able to build a 
training program which 
porated films as a vital function- 
ing part. 

It’s a Big Job revealed by the 
survey to be the most needed film, 
headed the production schedule. 


incor- 


It is designed for employee orien- 
tation and will be shown to new 
employees in small groups, after 
employment application and ini- 
The 


film shows the prospective oper- 


tial personnel counseling. 


ator a thorough preview of his 
training, what the job calls for 
and the opportunities it offers 
him. By 


telling a straight-for- 


ward story, the ‘Transit Lines 
expect the film to discourage 
the mildly interested applicant, 


or the one looking for any job 
until better 
along’. On the other hand it pro- 
vokes the thoughts of men who 
not considered the 


career possibilities of the trans- 


“something comes 


may have 
portation industry. 

While designed specifically for 
the above purpose, the film has 
a secondary function. As a graphic 
illustration of company approved 
training procedure and routine, 
it sets the pattern for the instruc- 
tors to follow. The story is nar- 
rated as though by an operator 
recalling his training the 
transition from an awkward 
his present position 
with an assured future, 

Other films planned for the 
program include a motion picture 
on safety, another motion picture 


and 


trainee to 


to be used with a training device 
developed as a result of the sur- 
vey, and three teaching slide films 
on street car, coach and trolley 
coach operation respectively. 
With such a foundation of care- 
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ZINCORPORATED— 


ful study and planning and by 
utilizing the specialized abilities 
required for the job, the Los An- 
geles Transit Lines has assured 
itself of a training program 
that will produce results, And to 
their 
Lines is 


have an accurate record of 
the Transit 
going to gather data over the first 


investment, 


six months period of the pro- 
gram’s use for comparison with 
a like period prior to the full 
use of the films. 

Credit both 
Angeles Transit Company and to 
Belmont Pictures, 


goes to the Los 
as consultants 
and producers, for the develop- 
ment of a visual program which 
the 
ness of the medium through care- 
ful analysis and planning. 


realizes maximum effective- 





New Hollywood Quarters for 
Screen Adettes Are Announced 


@ New quarters have been ob- 
tained in Hollywood for oc- 
cupancy by SCREEN ADETTES on 


August 25, MeRRIMAN H. HOvtz, 
President of Screen Adettes, Inc. 
and The Screen Adette Equip- 
ment Corporation, has announced, 
The new address is 8479 Melrose 
Avenue at the LaCie- 
nega Blvd. 

Approximately 4200 square feet 
will be devoted to 16 mm films 
and audio-visual equipment and 
materials. A modern screening 
room and service department will 
be a feature of the new location. 


corner of 


Delivers Film and Equipment 
by Plane in Northwoods Area 
@ Benton C. BLAcK, owner and 
manager of EDUCATIONAL PROJEC- 
rion Service of Chicago, has ini- 
tiated an Amphibious Motion 
Picture Service. Equipment and 
film deliveries will be made in a 
Republic SeaBee amphibian air- 
plane to the front door of hotels, 
camps, and summer resorts in 
the Northwoods area. 


Model Preview Room in St. Louis 
@ E. K. SropPpELWorTH, 
head of the progressive 
PiCTOSOUND organizat- 
St. Louis. has 
added another custom- 
Matching 
the company’s mobile 
the St. 
preview room, 
recent Bust- 
NESS SCREEN observer to 


tion in 


er service. 
service is new 
Louis 
said by a 


be a model of its type 
for dealer showrooms. 
Preview facilities 
bring both business 
and organization cus- 
tomers to the dealer's 
place of business. 
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| THE FLOREZ METHOD 


_ TURNS POTENTIALS INTO PRACTICES 
| 






€ 


COMPLETE 
FACILITIES 
F ts 
+ MOTION HETURES 


* MOTION SLIDE 
FILMS 


+ SLIDE FILMS 
+ TRANSPARENCIES 
* GLASS SLIDES 
+ RECORDINGS 
« CHARTS 
* PLAYLETS 
. DISPLAYS 


¢ PICTURIZED 
TEXTS 


* CONVENTIONS | 





VISUAL 





815 BATES ST. 


TRA 


The Florez Method of utilizing 
audio-visual media provides an 
effective, time-tested way to 
insure clear, correct transmis- 
sion of your methods for pro- 
ducing, selling, servicing, and 
using your product. 

Sixteen years of working with 
some of America’s best-known 
organizations prove to us that no 
one media is in itself a panacea. 
Our approach is: First. the Prob- 
lem—Then the Plan—Then the 
Media. 


INNING Sat ¥I 23 82.8 


INCORPORATED 


DETROIT 26, MICH. 











FOR 








| @lE 


| 1697 Broadway, New York 19 - 


FILMS 


MUSIC 








Today’s standards of quality for the 
industrial motion picture demand 
a musical score of distinction. 


LAZCO 


° 


yr = k& & FF & @ 


Phone: Circle 5-6121 
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A NATIONAL 





EASTERN STATES 


* CONNECTICUT 

Aud o-Video Company of New 
England, 110 Wall St., Norwalk 

Audio-Visual Corp., 53 Allyn St., 
Hartford. 

Bridges Motion Picture Service, 
244 High St., Hartford 5. 

Pix Film Service, 34 E. Putnam Ave., 
Greenwich. 

Eastern Film Librar-es, 95 N. Main 
St., Waterbury 14. 

* DISTRICT OF COLUMBIA: 

Jam Handy Organization, Inc., 
Transport'tn Bldg., Washington 6. 

Paul L. Brand & Son, 2153 K Str., 
Washington 7. 

The Film Center, g15 12th St., N.W., 
Washington. 


* MAINE + 
D. K. Hammett, Inc., 620 Congress 
St., Portland 3. 
* MARYLAND - 
Collins Motion Picture Service, 
502% & 506 St. Paul St., Baltimore 
2; Also 4 Race St., Cambridge. 
Folkemer Photo Service, 927 Poplar 
Grove, Baltimore 16. 
Kunz Motion Picture Service 
432 N. Calvert St., Baltimore 2. 
Stark Films, 537 N. Howard St., 
Baltimore 1. 
Howard E. Thompson, Box 204, Mt. 
Airy. 
* MASSACHUSETTS + 
Audio-Video Company of New 
England. 30 Huntington Ave., 
Boston 16. 
Audio-Visual Corp., 116 Newbury 
St.. Boston 16. 
Ideal Pictures, 40 Melrose St., Bos 
ton. 
Jarrell-Ash Company, 165 Newbury 
St . Boston 16. 
Wholesome Film Service, Inc., 20 
Melrose St., Boston 16. 
South End Film Library, 56 Val- 
lonia Ter., Fall River. 
Stanley-Winthrops, Inc., 90 Wash 
ington St., Quincy 60. 
Bailey Film Service, 711 Main St., 
Worcester 8. 


* NEW HAMPSHIRE + 

A. H. Rice and Company, 78 W. 
Central St., Manchester. 

+ NEW JERSEY - 

Art Zeiller, 868 Broad St., Newark 2 
Slidecraft Co., South Orange, N. J. 
* NEW YORK - 
Hallenbeck & Riley, 562 Broadway, 

Albany 7. 

Wilber Visual Service, 119 State St. 
Albany. (Also New Berlin, N. Y.| 

Buchan Pictures, 79 Allen St., Buf 
taio. 

Community Movie Circuit of 
Western New York, 1285 Bailey 
Ave., Buffalo 6. 

Loomis and Hall Camera Supplies, 
364 N. Main St., Elmira. 


USE 


THIS DIRECTORY 


Charles J. Giegerich, 42-20 Kissena 
Blvd., Flushing. 

Association Films, 347 
Ave., New York 17. 

(Y.M.C.A. Motion Picture Bureau) 

Bertram Willoughby Pictures, 
Inc., Suite 600, 1600 Broadway, 
New York. 

Brandon Films, Inc., 1600 Broad- 
way, New York 19. 

Catholic Movies, 220 W. 42nd St., 
New York. 

Comprehensive Service Co., 245 W. 
55th St., New York 19. 

Crawford & Immig, Inc., 265 W. 
14th St., New York City 11. 

Institutional Cinema Service, Inc., 
1560 Broadway, New York 19. 

King Cole’s Sound Service, 340 
Third Ave. at 25th St., N. Y. C. 10. 

Knowledge Builders Classroom 
Film, 625 Madison Ave., New 
York 2. 

Otto Marbach, 630 oth Ave., New 
York. 

Mogul Bros., Inc., 68 W. 48th St., 
New York City. 

Nu-Art Films, Inc., 145 W. 45th 
St., New York 19. 

S. O. S. Cinema Supply Corp., 449 
W. 42nd St., New York 18. 

Specialized Sound Products Co., 
551 Fifth Ave., New York 17. 

Sullivan Sound Service, 475 Fifth 
Ave., New York 17. 29 Salem Way, 
Yonkers. 34 Palmer, Bronxville. 


Madison 


United Specialists, Inc., Pawling. 

The Jam Handy Organization, 
Inc., 1775 Broadway, New York 18. 

Duncan, James E., Inc. Motion 
Picture Service, 65 Monroe Ave., 
Rochester 7. 

Morris Distributing Co., Inc., 412 
S. Clinton St., Syracuse 2. 

Ideal Motion Picture Service, 371 
St. Johns Ave., Yonkers 4. 


* PENNSYLVANIA - 

J. P. Lilley & Son, 277 Boas St., Har- 
risburg. 

Harry M. Reed, P. O. Box No. 447, 
Lancaster. 

Kunz Motion Picture Service 

1319 Vine St., Philadelphia 7. 

Lippincott Pictures, Inc., 4729 Lud- 
low St., Philadelphia 39. 

News Reel Laboratory, 1733 San 
som St., Philadelphia 3. 

Jam Handy Organization, Inc., 
917 Liberty Ave., Pittsburgh 22. 
Karel Sound Film Library, 410 

Third Ave., Pittsburgh 19. 
Clem Williams Films 
311 Market Street, 
Pittsburgh 22. 
L. C. Vath, Visual Education Sup- 
plies, Sharpsville. 


TO LOCATE THE BEST IN EQUIPMENT, FILMS AND 


DIRECTORY OF VISUAL EDUCATION DEALERS 


* RHODE ISLAND - 
Audio-Visual Corp., 268 West- 
minster St., Providence. 

United Camera Exchange, Inc., 
607 Westminster St., Providence 3. 
Westcott, Slade & Balcom Co., 95- 

99 Empire St., Providence 3. 
* WEST VIRGINIA °- 
J. G. Haley, P. O. Box 703, Charles- 
ton 23. 
United Specialties, 816 W. Vir- 
ginia St., Charleston 2. 
Apex Theatre Service & Supply, 
Phone 24043 Box 1389 
Huntington. 


SOUTHERN STATES 


* ALABAMA * 

Wilfred Naylor, 1907 Fifth Ave., 
No., Birmingham 1. 

Stevens Pictures, Inc., 526 20th St., 
N., YMCA Bidg., Birmingham. 
Jos. Gardberg, 705 Dauphin St., 

Mobile 16. 

John R. Moffitt Co., 19% S. Perry 
St., Montgomery. 

* FLORIDA * 

Norman Laboratories & Studio, 
Arlington Suburb, Jacksonville. 
Orben Pictures, 1137 Miramar Ave., 

Jacksonville 7. 

Florida School Book Depository, 
700 E, Union St., P.O. Box 36, Sta- 
tion G, Jacksonville, 7. 

Ideal-Southern 16mm Pictures Co., 
1348 N. Miami Ave., Miami. 

Stevens—Pictures, 9536 N. E. Sec- 
ond Ave., Miami. 

Bowstead’s Camera Shop, 1039 N. 
Orange Ave., Orlando. 

Southern Photo and News, 608 E. 
LaFayette St., Tampa. 

* GEORGIA + 

Calhoun Company, |01 Marietta St., 
Atlanta 3. 

Ideal Pictures Corp. of Georgia, 
52 Auburn Ave., N.E., Atlanta. 
Stevens Pictures, Inc., 101 Walton 

St.. N. W., Atlanta 3. 

Strickland Film Co., 141 Walton 
St., N. W., Atlanta 3. 

* KENTUCKY * 

D. T. Davis Co., 178 Walnut St., 
Lexington 34. (Also Louisville.) 
Hadden 16mm Film & Projection 
Service, 423 W. Liberty, Louisville 

2. 

National Film Service, 423 W. 
Breckenridge, Louisville. ( Also Lex- 
ington ) 

* LOUISIANA + 

Stanley Projection Company, 211), 
Murray St., Alexandria. 

Jasper Ewing & Sons, 725 Poydras 
St., New Orleans 12. 

Southern Pictures Company, 1024 
Bienville St., New Orleans. 

Stirling Motion Picture Co., 3152 
Florida St., Baton Rouge 9. 

Ideal Southern Pictures Co., 826 
Barrone St., New Orleans 13. 

* MISSISSIPPI «+ 

Herschel Smith Company, 119 
Roach St., Jackson 110. 





Jasper Ewing & Sons, 227 S. State 
St., Jackson 2. 

« NORTH CAROLINA «+ 

Carolina Industrial Films, 404 Lib 
erty Life Bldy., Charlotte 2. 

National Film Service, 14-20 Glen- 
wood Ave., Raleigh. 

* SOUTH CAROLINA - 

Calhoun Company, 1110!, Taylor 
St., Columbia 6. 

* TENNESSEE + 

Ideal Pictures, 108 W. 8th St., Chat- 
tanooga 2. 

Sam Orleans and Associates, Inc., 
211 W. Cumberland Ave., Knox- 
ville 15. 

Frank L. Rouse: Co., Inc., P. O. 
Box 2107, Knoxville 11. 

Tennessee Visual Education Serv- 
ice, P. O. Box 361, Journal Bldg., 
Knoxville. 

Ideal Pictures Corp., 18 S. 3rd St., 
Memphis 3. 

Mid-South Training Film Service, 
166 Monroe Ave., Memphis 3. 
Southern Visual Films, 687 Shrine 

Bldg., Memphis. 

Tennessee Visual Education Serv- 
ice, Maxwell House Office Bldg., 
Nashville. 

* VIRGINIA + 

Capitol Film & Radio Co., Inc., 19 
W. Main St., Richmond 20. 

Walker C. Cottrell, Jr., 408-10 E. 
Main St., Richmond 19. 

Ideal Pictures, 219 E. Main St., 
Richmond 19. 

National Film Service, 309 E. Main 
St., Richmond. 

Presbyterian Committee of Publi- 
cation, 8 N. Sixth St., Richmond 9. 


MIDWESTERN STATES 


* ARKANSAS + 
Democrat Printing and Litho- 
graphing Co., Little Rock. 
Grimm-Blacklock Co., 719 Main St., 
Little Rock. 
, * ILLINOIS + 
Father Hubbard Educational 
Films, 188 W. Randolph St., Chi- 
cago I. 
Ideal Pictures Corp., 28 E. 8th St., 
Chicago. 
Jam Handy Organization, Inc., 
230 N. Michigan Ave., Chicago 1. 
McHenry Educational Films, 64 E. 
Jackson Blvd., Chicago 4. 
Midwest Visual Equipment Co., 
4509 N. Damen Ave.. Chicago 25. 
Association Films (Y.M.C.A. Mo- 
tion Picture Bureau), 19 S. La 
Salle St., Chicago 3. 
Visual Research Company, 30 N. 
Dearborn St., Chicago 2. 
Stinson Projector Sales, 521 S. 
Lombard Ave., Oak Park. 
* INDIANA * 
Ideal Pictures, 1214 Pennsylvania, 
Indianapolis. 
Burke’s Motion Picture Co., 434 
Lincoln Way West, South Bend 5. 
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* IOWA « 

Pratt Sound Film Service, 805 
Third Ave., S. E., Cedar Rapids. 
Ryan Visual Aids Service, 409-11 

Harrison St., Davenport. 
General Pictures Productions, 621 
Sixth Ave., Des Moines 9. 


‘ « KANSAS-MISSOURI * 

Audio Visual Aids, Broadview Hotel 
Bldg., Wichita, Kas. 

Kansas City Sound Service Co., 
Room 1, Lobby floor, 926 McGee 
St., Kansas City 6, Mo. (Ideal Pic- 
tures) 

Erker Bros. Optical Co., 610 Olive 
St., St. Louis 1. 

Swank Motion Pictures, 614 N. 
Skinker Blvd., St. Louis 5. 
Pictosound Movie Service, 
Lindell Blvd., St. Louis 8. 
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* MICHIGAN °* 

Cosmopolitan Films, 3248 Gratiot 
Ave., Detroit 7. 

Engleman Visual Education Serv- 
ice, 4754-56 Woodward Ave., De- 
troit 1. 

Jam Handy Organization, Inc., 
2821 E. Grand Blvd., Detroit 11. 

Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 

Jensen-Wheeler, Inc., Hotel Durant 
Building, Flint 1. 

Locke Film Library, 120 W. Lovell 
St., Kalamazoo 8. 

Gillespie Visual Education Service, 
220 State St., St. Joseph. 


* MINNESOTA -* 
Museum of Visual Materials, Ken- 
yon. 
Ideal Pictures, 301 W. Lake St., 
Minneapolis. 
Midwest Audio-Visual Company, 
1504 Hennepin Ave., Minneapolis 


3. 

National Camera Exchange, 86 S. 
Sixth St., New Farmers Mechanics 
Bank Bldg., Minneapolis 2. 


* NEBRASKA -+ 
Church Film Service, 2595 Mander- 
son St., Omaha 11. 


* OHIO + 

Franklin Films, Inc., 287 W. Ex- 
change St., Akron 3. 

Lockard Visual Education Service, 
922 Roslyn Ave., Akron 2. 

D. T. Davis Co., 911 Main St., Cin- 
cinnati, 2. 

Ralph V. Haile & Associates, 215 
Walnut St., Cincinnati. 

Manse Film Library, 2514 Clifton 
Ave., Cincinnati 19. 

Academy Film Service Inc., 2300 
Payne Ave., Cleveland 14. 

Fryan Film Service, 3228 Euclid 
Ave., Cleveland 15. 

Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 


USE THIS DIRECTORY TO LOCATE 


Visual Communications, Inc., 2108 
Payne Ave., Cleveland 14. 

Jam Handy Organization, Inc., 
310 Talbott Building, Dayton 2. 
Murray Motion Picture Service 
Co., 879 Reibold Bldg., Dayton 2. 
Twyman Films, Inc., 29 Central 

Ave., Dayton 1. 


James B. Upp Motion Picture 
Service, 750 Broadway, Lorain. 
Martin Sound Systems, 50 Charles 

Ave., S.E.,Massillon. 
Cousino Visual Education Service, 
Inc., 1221 Madison Ave., Toledo 2. 
Gross Photo Mart, Inc., 524 Mad- 
ison, Toledo 4. 
E. L. Moyer, P. O. Box 236, Wayne. 
Thompson Radio and Camera Sup- 
plies, 135 S. 6th St., Zanesville. 


* SOUTH DAKOTA > 
Harolds Photo Shop & Camera 


Clinic, 308 Phillips Ave., Sioux 
Falls. 


* WISCONSIN * 


Meuer Photoart House, 
411 State St., 
Madison 3. 

R. H. Flath Company, 2410 N. 3rd 
St., Milwaukee 12. 

Photoart House, 844 N. Plankinton 
Ave., Milwaukee. 

Gallagher Film Service, Green Bay. 
Also 639 N. 7th St., Milwaukee 3. 


WESTERN STATES 


* CALIFORNIA + 


Donald J. Clausonthue, 
Craig Ave., Altadena. 
Donald Reed Motion Picture Serv- 
ice, 8737 Wilshire Blvd., Beverly 

Hills. 

Camera Craft, 6764 Lexington Ave., 
Hollywood 38. 

Coast Visual Education Co., 6058 
Sunset Blvd., Hollywood 28. 

Hollywood Camera Exchange, 1600 
N. Cahuenga Blvd., Hollywood 28. 

A-1 Talking Picture Service, go1 
W. 18th St., Los Angeles 15. 

Craig Visual Aid Service Co., 1053 
S. Olive St., Los Angeles 15. 

Ideal Pictures Corp., 2408 W. 7th 
St., Los Angeles 5. 

Jam Handy Organization, Inc., 
7046 Hollywood Blvd., Los An- 
geles 28. 

Ralke Company, 829 S. Flower St., 
Los Angeles 14. 

Screen Adettes, Inc., 8479 Melrose 
Ave., Los Angeles 46. 

Training Aids, Inc., 7414 Beverly 
Blvd., Los Angeles 36. 

Carroll W. Rice, 19 Estrella Ave., 
Piedmont, Oakland 11. 
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Association Films (Y.M.C.A. Mo- 
tion Picture Bureau), 351 Turk 
St., San Francisco 2. 

Craig Visual Aid Service Co., 149 
New Montgomery St., San Fran- 
cisco 5. 

Hirsch & Kaye, 239 Grant Ave., 
San Francisco 8. 

Screen Adettes, Inc., Sixty-Eight 
Post Bldg., 68 Post St., San Fran- 
cisco 4, 

Shadow Arts Studio, Wickenden 
Bldg., P. O. Box 471, San Luis 
Obispo. 

Herbert M. Elkins Co., 10116 Ora 
Vista Ave., Sunland, L. A. County. 

- COLORADO + 

Ideal Pictures Corp., 714 18th St., 
Denver 2. 

Home Movie Sales Agency, 28 E. 
Ninth Ave., Denver 3. 

*IDAHO-s 

Iioward P. Evans, Audio-Visual 
Equipment, 305 N. oth, Boise. 

Williams Photo Service, 1007 Main 
St., Boise. 

“OKLAHOMA + 

Vaseco, 2301 Classen, Oklahoma City 


H. O. Davis, 522 N. Broadway, Okla 
lahoma City 2. 

Oklahoma Visual Education 
Service, 312 N. W. Second St., 
Oklahoma City 2. 

* OREGON °*+ 

Cine-Craft Co., 1111 S. W. Stark St., 
Portland 5. 

Ideal Pictures Corp., 915 S. W. 
1oth Ave., Portland 5. 

Moore’s Motion Picture Service, 
306-310 S. W. Ninth Ave., Port- 
land 5. 

Screen Adettes, Inc., 611 N. Tilla- 
mook St., Portland 12. 


* TEXAS ° 

Association Films (Y.M.C.A. Mo- 
tion Picture Bureau), 1700 Pat- 
terson Ave., Dallas 1. 

Audio Video Institute, 1501 Young 
St., Dallas. 

The Educational Equipment Co., 
David F. Parker, 1909 Commerce 
St., Dallas 1. 

George H. Mitchell Co., 712 N. 
Haskell, Dallas 1. 

National-Ideal Pictures, 2024 Main 
St., Dallas. . 


Visual Education, Inc., 12th at La- 
mar, Austin. Also, 602 N. St. Paul, 
Dallas 1; 1012 Jennings Ave., Ft. 
Worth; 3905 S. Main St., Houston 4. 


* UTAH » 
Audio-Visual Supply Co., 1122 E. 
8th South, Salt Lake City 2. 
Deseret Book Company, 44 E. So. 
Temple St., Salt Lake City 10. 
Ideal Pictures, #10 Post Office Place, 
Salt Lake City 1. 
* WASHINGTON - 
Craig Visual Aid Service Co., 1106 
E. Union St., Seattle 22. 
Rarig Motion Picture Co., 5514 
University Way, Seattle 5. 


Rarig Motion Picture Co., 
East 1511 Third Ave., Spokane. 


* HAWAII + 
Ideal Pictures, 1370 S. Beretania St., 
Honolulu, T. H. 


Motion Picture Enterprises, |21 S. 
Beretania Honolulu, T. H. 


FOREIGN 


* CANADA - 


General Films Limited 

Head Office: 

1534 Thirteenth Ave., Regina, Sask. 

Branches: 

535 W. Georgia St., Vancouver, 
B. C. 

810 Confederation Life Bldg., Win- 
nipeg, Man. 

156 King St., West, Toronto, Ont. 

1396 St. Catherine St., Montreal. 


760 Main St, New 
Brunswick. 


Moncton, 


10022 102nd St., Edmonton, Alta. 
Arrow Films Limited, 1115 Bay 
St., Toronto 5, Ontario. 
Also: 1540 Stanley St., Montreal, 
Quebec. 
H. de Lanauze, 1027 Bleury St., Mont. 
real, Quebec. 


Radio-Cinema, 5011 Verdun Ave., 
Montreal, Quebec. 
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THE BEST IN 


BUSINESS AND INDUSTRIAL FILM USERS PLEASE NOTE: 
There’s a Competent Audio-Visual Specialist 
for Equipment, Films & Service in Your Town! 

Your Local Audio-Visual Dealer Offers 

A Specialist’s Interest in Your Problems! 

NATIONAL 

EDUCATION 


DIRECTORY 
DEALERS 
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Hollywood Film Enterprises, Inc. 


Hollywood’s PIONEER Laboratory 


16MM BLACK & WHITE 
Developing negative. 
l6mm black & white print from l6mm or 35mm 
negative. 
l6mm duplicate negative from 
positive. 
l6mm fades 
l6mm wipes. 
8MM BLACK & WHITE 
3mm black & white prints from 35mm negative. 
3mm black & white prints from double-8 negative. 


3 mm or 16mm 


black & white. 


8mm double-8 negative from 35mm or 1l6mm 
| positive, 
Specializing in Kodachrome 


Duplicates 
16MM KODACHROME 


l6mm silent Kodachrome prints from l6mm 
Kodaclirome or 35mm color prints. 
l6mm silent Kodachrome prints from A and 
B rolls. 
16mm Kodachrome prints from A, B and C rolls. 
l6mm sound Kodachrome prints from l6mm 
Kodachrome or 35mm color prints. 
| 16mm sound Kodachrome prints from A, B and 
C rolls. 
8MM KODACHROME 
8mm Kodachrome prints from double-8 master. 
3mm Kodachrome master from 35mm or l6mm 
color positive. 


Quantity prices on 8mm black & white or Koda 
chrome prints, 16mm Kodachrome prints, or 35mm 
slide films gladly supplied on application, for each 


Dept. 112 


HOLLYWOOD 


particular job. 


FILM ENTERPRISES, Inc. 


6060 Sunset Bivd. Hollywood 28, Calif. 
Tel. Hillside 2181 





PROTECTION 
FOR MOVIE FILM 


against 
WEAR ... OIL 
WATER 


CLIMATE 
SCRATCHES | 


y, 
FINGER- /a, 
MARKS 


erESS 
z} ONE 
2/ TREATMENT 
z LASTS 
THE LIFE 
OF THE 
FILM 


ASK YOUR DEALER 
VAPORATE CO.,Inc. BELL & HOWELL CO. 


130 W. 46th St. 180! Larchmont, Chicago 
New York City 7:6 N. Labrea, Hollywood 














TRANSLUCENT © 


SCREENS | 


for 


REAR PROJECTION 


All Screens Made to Order 


Sizes from 1 inch 
square to 30x 60 feet 


750.S. Wabash Ave., 
CHICAGO, ILLINOIS 


ae 





CASE HISTORY: Union Safety Film 


(CONTINUED FROM PAGE rWENTY-SEVEN) 


guards contrary to regulations and has two 
fingers taken off. The film pulls no emotional 
punches in depicting the accidents and con- 
veys an impact that the audience is not apt 
to forget. 

The couple, partially recovered from their 
accidents, plan to sue the company for a 
large sum. Then they discover that the $18.50 
per week that they have been getting under 
Workmen’s Compensation laws is the only 
payment they 
actual cost of medical care. 
they have no legal 
recourse, Their union can’t help them either, 
for it too abides by plant safety rules. 


are entitled to beyond the 
As the result of 
carelessness 


their own 


In addition to the physical and financial 
losses suffered in the accidents, the workers 
find themselves with a poor record 
which makes their reemployment difficult. 


salety 


The strongly-made point of the film is that 
there is no compensation for carelessness; that 
the Workmen's Compensation laws in the 
various states only provide for a very mini- 
mum of security, and that it is up to the 
workers themselves to obey safety rules. 

lo be careless is to be a “sucker,”’ according 
to the film, and /t’s Your Life, Brother puts 
across its message with maximum effectiveness 
and in language and under sponsorship that 
every worker will understand and heed. 
Technical Notes: This 15-minute black and 
white film was shot largely on location in 
the Jefferson Electric plant in Chicago. The 
two featured players from Hollywood, Kirby 
Grant and Linda Johnson, are the only pro- 
fessionals in the cast; balance of the actors 
are regular plant employees and Union mem- 
bers. 

Ihe picture is effectively conceived, written, 
directed and photographed. <An_ excellent 
special musical score, arranged by Al Columbo 
and played by his orchestra, accompanies and 
underscores the film action and narration. 
Distribution: To be handled by the Union it- 
Prints will 
also be sold to other Unions and companies 
desiring to use the picture. * 


self to its own members, of course. 





Projection Service 
LOS ANGELES AREA 


A personally supervised 16mm projection service 
within a 25 mile radius of los Angeles for showings 
to sales ard dealer meetings, clubs, lodges, churches 
and schools, one time or contract. Gocd equipment, 
professional operation. Information ard rates on re- 
que.t. 


A-1 TALKING PICTURE SERVICE 


901 W. 18th St., Los Angeles 15, Calif. 
PRospect 6-9520 








Personalized 


Motion Picture Projection Service to 
Clubs, Lodges, Grange, Womens Clubs, 
Schcols and Church showings. De- 


16% 


pendable operators and equipment. One time or 
long runs in Mass., N. H. and Vt. Have excellent 
list, for showings in this area for Quality Industrial 
and Commercial Films. 


GRANVILLE R. RAUSCH, 


P. O. Box 67 Ari. 2660 Arlington 74, Mass. 














TED NEMETH STUDIOS 


729 SeveNTH AVENUE 
NEW YORK. N.Y. 


Producers of 
MOTION PICTURES - SLIDEFILMS 








-- LENSES-- 


BARGAIN SPECIALS 
for use on 


EYEMO 
CAMERAS 


SOLD ON 
15 DAY 
TRIAL 
BASIS 













ORDER DIRECT FROM THIS LIST 


Focal Lgth Aper- 


In. mm ture DESCRIPTION Price 
FOR 35mm CAMERAS 
1 25 F:4.5 BELL & HOWELL WIDE ANGLE 
in focusing mount for Eyemo ‘‘C"’ 74.50 
I 25 F:2.3 KINAR WIDE ANGLE in focusing 
mount for Eyemo ‘‘¢ 99.50 
2 5 F:1.8 ASTRO PAN TACHAR in focusing 
mount for Eyemo ‘‘C'’, Lenskoted 199.50 
2 5 F:1.5 HUGO MEYER PRIMOPLAN in 
focusing mount for Mitchell or 
B & H Professional, Lenskoted 199.50 
2'4 55 F:1.5 SCHNEIDER XENON in focusing 
mount for Eyemo ‘‘C"', Lenskoted 228.00 
3 75 F:1.8 ASTRO PAN TACHAR in focusing 
mount for Eyemo ““C"’ 279.50 
3 75 F:2.5 COOKE KINIC in focusing mount 
for Bell & Howell Professional 119.50 
3 75 F:1.g HUGO MEYER PRIMOPLAN in 
focusing mount for Mitchell or 
Bell & Howell Professional, 
Lenskoted 199.50 
3'4 85 F:1.8 ERNEMANN ERNOSTAR in focus- 
ing mount for Eyemo cS” 
Lenskoted 179.50 
5 125 F:2.3 SCHNEIDER XENON in focusing 
mount for Eyemo ‘‘C’’, Lenskoted 325.00 
6 150 F:1.8 ASTRO PAN TACHAR in focusing 
mount for Eyemo ‘‘C’’, Lenskoted 445.00 
¢ 15 F:2.3 ASTRO PAN TACHAR in focusing 
mount for Eyemo ‘‘C’’, Lenskoted 365.00 
6 15¢ F:2.7 BAUSCH & LOMB BALTAR in focus 
ing mount for Bell & Howell Pro 
fessional, Lenskoted 219.50 
8 2 F:2.3 ASTRO PAN TACHAR in focusing 
mount for Eyemo ‘'( Camera 
Lenskoted 435.00 
1 250 F:4.5 BELL & HOWELL ANASTIGMAT 
in focusing mount for Eyemo ‘*¢ 
Lenskoted 205.00 
FOR 8mm CAMERAS 
is 35 F:3 BAUSCH & LOMB TELEPHOTO in 
focusing mount tor 4mm $ 39.50 
13s 35 F:3.5 KODAK CINE ANASTIGMAT in 
focusing mount for 8mm Key 
stone, Revere, Bolex H-8, etc 36.5 
FOR 16mm CAMERAS 
i'a 37 F:2.8 CARL ZEISS TESSAR in focusing 
mount for 16mm 54.5¢ 
vs 4 F:2 CARL ZEISS BIOTAR in focusing 
mount for 16mm 587.50 
3 75 F:1.5 HUGO MEYER KINO PLASMAT 
in focusing mount for 16mm 
Lenskoted 242.50 
6 15 F:4.5 DALLMEYER TELEPHOTO in focus 
ing mount for 16mm o4.5 


Sold on 15 day trial basis. Many others avall- 
able. Write for Lens List BS8. Will buy your 
surplus lenses and cameras for cash. Tell us 
what you have! 


BURKE & JAMES, INC. 


Photo Supplies Since 1897 
321 So. Wabash Ave., Chicago 4, Ill. 
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The best way to get people 
to go places... Travel Films 


Guatemala, Paris, Yellowstone Park... 


fun that are to be had there—picture all these 
there are beauty, romance, excitement, 


things realistically, colorfully, excitingly. 


and fun in places like these. 


And if you want to give the public a chance 
to realize this... and act upon it... use an 
advertising medium that’s dynamic enough for 
the purpose. Use films... 

Then you can really weave a spell . . . really 
“tell” a story that will do justice to the beauty, 
to the romantic possibilities of a place—that 


will enable you to picture the excitement and 


The ideal medium for travel promotion . . . 
Now that travel is coming into its own again, 
a good film may be just the thing you and your 
travel agents need to sell the public on your line 
... your state... your town... your resort. For 
help, see a commercial producer. As a result of 
recent advances in production, projection, and 
distribution technics, you can now do a better 
job with films than ever before. 


Eastman Kodak Company, Rochester 4, N. Y. 


Bu siness Films ... another important function of photography 





color sells 


Get color in your motion pictures and slidefilms 
when needed and as needed. Color should be 
used only when mixed with judgment. 


Let the process used be chosen in the light of 
long experience with all the processes, 
each suitable for a specific purpose. 


Promises for delivery of color should be based 
only on knowledge of what deliveries 
are possible, with accurate color values. 


Go ahead with an organization which can 
make available to you the collective experience The 
of many who have paid the price to learn. 
C , — for color 


- VISUALIZATIONS +« TRAINING ASSISTANCE ¢ SLIDE FILMS INDUSTRIAL MOTION PICTURE 


in color in color in color oe in color 
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